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‘The Indianapolis ‘ ‘Star”’ 
Agrees To Forfeit 
$100,000. 





In six consecutive issues of the Indianapolis Srar there 
appeared an announcement to the effect that it would forfeit 
$100,000 if the Indianapolis News could sustain certain rep- 
resentations about the Star’s circulation, contained in a cir- 
cular letter widely circulated by them. The Star not only 
convicted the News of wilful and malicious misrepresentation 
of the Srar’s circulation, but has published documentary 
evidence of the fact that the News has mis-stated its own cir- 
culation. The Star will cheerfully submit this evidence in 
full to any interested advertiser. 

The News’ underhand effort to stab a competitor in the 
back by means of a “confidential” letter, whose consciously 
false and- malicious statements were hoped not to be chal- 
lenged, can be accounted for only by the astonishing gains 
the Star has made, both in circulation and advertising. 

The net paid circulation of the STAR rose in 1906 from 
81,964 in March to 84,749 in December. The net paid daily 
circulation of the News fell in the same period of time from 


84,057 to 72,437. 


The NEWS Lost 12,220 


circulation and. the Star gained 2,785, a relative gain for 
the Star of 15,005. 

In the year 1906, the daily Srar gained 1,860 columns and 
the Sunday Star gained 1,608 columns of adveftising, a 
total of,,3,468 columns. The News gained in the same period 
766 columns. The Star’s gain was nearly five times as great 
as that of the News. } 

In the month of December alone, the Star’s gain was 564° © 
columns, 800°per cent greater than that of«the News, which 


\ only 73 columns, 
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Butterick Trio 


The rate for advertising in The Delineator, The Designer, and the 
New Idea Woman’s Magazine is $7.12'¢ per agate line—about 


$100 


PER INCH 


—highest rate charged by any magazine of this class, but positively the 





Best VALUE in 
the Whole Field 
of Advertising 


If you have an article that is, or should be, used in American Homes 
and bought by American women—talk it over with us. No other 
medium or list of mediums can possibly offer you such value as the 
combination of Delineator, Designer and New Idea magazines. 
The Butterick Trio is the largest, most efficient, single’ power for 
business promotion in the world. Forms for the MIAW issues close 


MARCH 10. 


WwW. H. BLACH, Advertising Manager, 
First National Bank Bldg, Chicago, Butterick Bldg, New York. 


1,600,000 homes 


are reached every month by the Butterick Trio—the cream of Ameri- 
can consumers in all parts of the country. They are women who buy 
for families, and who buy at retail stores. In all a total of about 


ten millions of 
prosperous readers 
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A VARIATION OF THE SHOE 
PROPOSITION. 


CROSSETT SHOES HAVE GONE INTO 
NEWSPAPERS EXCLUSIVELY,: BACK- 
ING UP LIVE RETAILERS EVERY- 
WHERE WITH A LOCAL CAMPAIGN, 
AND IT IS A VERY SUCCESSFUL 
METHOD OF ADVERTISING—COM- 
"FORT IS THE CHIEF ADVERTISING 
ARGU MENT—STRONG SUPPORT IN 
TRADE JOURNALS, 


The shoe game is a hard one 
from the advertising standpoint, 
not because there are no profits 
in shoes, but because the maga- 
zines are full of shoe advertise- 
ments and it is difficult to say 
anything that will interest readers. 


Style, fit, appearance, price. That 
about tells the whole. story of a 
shoe. In the end it is up to the 
reader to buy the goods and try 
them. Maybe they please, and he 
comes back. Perhaps they don’t, 
and he don’t. Mr. Bliss, by turn- 
ing himself into the whirling der- 
vish of the shoe trade, has led 
the public to believe that it isn't 
safe to wear anything but a Regal. 
Mr. Bliss has a very large busi- 
ness, and makes a mighty good 
shoe, and doubtless believes all he 
says about Regals and other 
shoes. But the whole shoe trade 
can't whirl round and round like 
a buzz saw, and so hundreds of 
manufacturers are confronted 
with the problem of selling shoes 
with advertising or without, and 
the majority do a profitable busi- 
ness in one or the other way. 
Those manufacturers who ad- 
vertise seem to be repeating about 
the same old shoe story. There 
is very little fundamental individ- 
uality in the subject, nothing new 
to say. The magazines are filled 


NEW YORK, JANUARY 30, 1907. 


No. 5. 


with pictures of shoes and de- 
scription of shoes. Every adver-. 
tised shoe has a name. But if 
somebody went over these ads 
and shifted the names from one 
to another, perhaps not even the 
manufacturers themselves could 
tell which was which.. Yet-—it 
pays, 

An interesting. element of nov- 
elty has been brought into the 
shoe game by Lewis A. Crossett, 
Inc., of North Abington, Mass., 
who makes a shoe bearing his own 
name and retailing at $4 and $5. 
Mr. Crossett has abandoned the 
magazines and his large annual 
expenditure for advertising now 
goes into newspapers and _ shoe 
trade journals. The trade jour- 
nals are used to back up sales- 
men and keep the retailer inter- 
ested, while the newspapers are 
used to help the retailer move his 
stock. This plan of campaign 
seems to be eminently modern. 
It is the same plan as that used 
now for Kirschbaum _ clothing, 
after a long period of general ad- 
vertising in magazines. It im- 
plies not so much any defect in 
magazines aS a progressiveness in 
advertising methods—after cover- 
ing the country at long range 
through magazines until the goods 
are widely known, a foundation 
has been laid for close-range 
newspaper advertising. Instead of 
carrying things over the retailer’s 
head in the high-handed way that 
was advocated a few years ago, 
this new method enlists dealers. 
Another interesting point in the 
Crossett shoe advertising is its 
concentration in spring and fall— 
the shoe seasons. 

Thomas Hyde Warren, adver- 
tising manager of the Crossett 
business, gave some interesting 
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details about his work the other 
day. 

“Mr Crossett founded this busi- 
ness about twenty years ago,” he 
said, “in a very small way—in 
fact, his first plant consisted of a 
four-story building 120x35 | feet, 
and the maximum output was 
seventy-five pairs a day. But he 
made a good shoe;.and was en- 
ergetic, and little by little the 
business grew, until presently it 
was growing very fast indeed. 
Advertising was used from the 
beginning, but it was spasmodic 
and without any definite plan or 
system. Mr. Crossett favored the 
shoe trade papers, but went into 
them at irregular intervals, and 
usually in a spread-eagle way. 
Sometimes he took sixteen or 
twenty-four pages in one issue 
and filled them with a complete 
retailer’s catalogue of his line. It 
was always noticed, too, that a 
splurge of this sort would be fol- 
lowed by big returns in sales. 

“In 1902 the business had 
grown so large that it was in- 
corporated, and after that adver- 
tising was taken up in a serious, 
systematic way, put out with more 
regularity and watched more 


closely for channels of real pro- 


duction. At that time the Cros- 
sett Shoe was being advertised 
in the trade papers, and in the 
fall of 1902 magazine advertising 
was started. This was put into 
the hands of the Frank. Presbrey 
agency, and the results have been 
entirely’ gratifying. The next 
season newspaper advertising was 
started in a small way, and single 
and double column ads began to 
appear in the columns of the 
leading daily morning papers with 
large country circulation. As the 
business grew this list of news- 
papers was increased, until now 
we are carrying a list of 120 of 
the best papers throughout the 
country. In the fall of 1905 it 
was determined to drop the maga- 
zine advertising, and put that 
money into further newspaper 
space. This was done, and we 
have not regretted it. We figured 
that the magazines were begin- 
ning to fill with shoe advertising; 
that while we were among the 
first to start magazine advertising, 


the growth of magazine publicity 
has made competition in maga- 
zine pages so hard, that we be- 
lieved that it would be policy to 
get before the public in a more 
individual manner than our com- 
petitors. 

“The Crossett Shoe has always 
been a shoe of the highest grade 
possible at a fair price. A great 
deal has been said about “popular 
priced” shoes, and $3.50 a year 
ago was the popular price. The 
Crossett Shoe was a $3.50 shoe, 
then a $4 shoe, but Crossett Shoes 
have always been a little bit bet- 
ter than other so-called popular 
priced shoes. We have conserved 
our advertising | appropriation, 
rather than let it run riot, with 
the result that the grade of our 
shoes has not had to be reduced 
to meet heavy advertising ex- 
penses. Nearly all of the shoe 
advertising that it has been our 
pleasure to meet has been along 
the lines of wear and style. Other 
manufacturers seem to have over- 
looked the point of.comfort as a 
leading argument. We have taken 
advantage of this oversight, and 
have particularly © appropriated 
this line of argument. for our use, 
and it goes very well with our 
trademark expression: ‘Makes 
Life’s Walk Easy.” This we have 
hammered home to the public in 
every form possible—that the 
Crossett “Makes Life’s Walk 
Easy.” But at all times from the 
very first to the very last there 
is comfort, together: with wear 
and style. We have insisted that 
we did not devote our energies to 
any one individual detail to the 
neglect of all else, as some manu- 
facturers do. We have not sacri- 
ficed comfort to style or wear, 
nor have we sacrificed wear to 
comfort. and style, nor have we 
sacrificed style to comfort and 
wear. We have kept all three in 
mind, 

“A year ago the: leather market 
conditions and labor conditions 
made it absolutely necessary that 
an advance in the retail price of 
shoes take place; therefore, $3.50 
was abandoned, and our shoes 
marked up to retail at $4 and a 
bench made grade at $5. The 
best manufacturers followed this 

(Continued on page 6), 
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@iIt is hazardous to predict what 
tomorrow’s sun will see—but there is 
a logical certainty that business com- 
petition of the next decade will be 
fiercér and more profitable than ever 
before, and that advertising will be a 
weapon of increasing necessity. 


@ There are today many commodities 
so'well established in the public mind 
and regard that much time and money 
are being spent by tardier rivals in cut- 
ting down their lead. 


@ With these examples of the advan- 
tage of getting in early we urge you to 
consider advertising mow. Then if 
your competitor begins at ten o’clock 
next year you have a “head start.”’ 


@ For creating a “head start” and 
maintaining a lead we propose to you 
THE SATURDAY EVENING PosT and 
THE LADIES’ HOME JOURNAL. 





THE CURTIS PUBLISHING COMPANY 
PHILADELPHIA 
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course, but many others preferred 
to sell at the old prices and take 
the advance out of the quality of 
their shoes. There was no loop- 
hole or alternative for any of us. 
It was a case of cut the quality 
and keep the price down, or boost 
the price and keep the quality 
up. We took the-lead in this ad- 
vance and stood to succeed or 
fall on giving high quality at a 
fair price, rather than a -poor 
grade of shoe at a cheaper price. 
The wisdom of this course has 
demonstrated itself. 

“Mr. Crossett has always been 
a believer in advertising. He has 
been very progressive in this mat- 
ter, and his advertising appropria- 
tion has always been as large a 
percentage of the selling cost as 
he could afford to spend. In the 
beginning this naturally was 
small, but it has kept step and 
now it runs into a large amount 
each year. Our trade paper ad- 
vertising was originally done, and 
is done to-day, to interest the 
dealer. Magazine advertising was 
taken on to acquaint the public 
with our shoes and help the deal- 
er turn his stock. The newspaper 
this same 


advertising followed 
line, and has been largely. respon- 


sible for our large and rapid 
growth. We _ have outlined a 
scheme which we think is scien- 
tific, and where we can get the 
hearty co-operation of.our dealers 
we know that we are winning out. 
In the first place, we do not be- 
lieve in continuous advertising for 
shoes—that is, all the year round 
advertising. Shoes are made: in 
two seasons, spring and fall. 
When our salesmen start out with 
their spring samples, or their fall 
samples, we immediately jump 
into the trade papers with four 
and six page inserts, and keep 
this up for three months. This is 
coming to the attention of the 
dealer at the same time that the 
salesman is making his calls, and 
we believe that the only good to 
he derived from trade paper ad- 
vertising is from the coincidental 
calling of the salesmen and the 
appearing of advertising. 

“The newspaper campaign 
starts a little later, and is planned 
to sell the shoes that the dealer 


INK, 


has purchased some three months 
before. Our present ad is 4% in., 
double column, and is written to 
develop the greatest amount of 
general publicity. We do not al- 
low our dealers to put. their 
names on our ads in their local 
newspapers, as we believe that 
this immediately makes a local ad 
of a general publicity proposition. 
We do, however, permit them to 
say in a space’ below our ad, 
which they contract and pay for 
themselves, that they are the 
agents for Crossett Shoes in that 
town. The list of papers that 
we use is selected with care in 
an effort to secure the greatest 
amount of circulation, and the in- 
dividual papers are so placed that 
their circulations touch on the 
edges, and in this way we think 
we blanket the greater portion of 
the country. 

“We have additional helps for 
the dealer in the shape of posters, 
window cards, store cards, brass 
and glass signs,» window price 
tickets, barn signs, fence and tree 
signs, and these are all given in the 
quantities that he will use. We fur- 
nish him strips for the posters with 
his name on. The barn, tree, and 
fence signs are printed with his 
name. This advertising is sent 
with our spring and_ fall ship- 
ments of goods, and it is our plan 
that the dealer display this ad- 
vertising in his town. and in his 
store at the same time that our 
newspaper advertising is appear- 
ing. The public sees our adver- 
tising in the newspapers; they 
see our advertising around town 
—on the billboards, on the fences, 
trees and barns on the country 
roads, and when they get to town 
they see the windows decorate: 
with Crossett cards and price 
tickets and the Crossett brass sign 
at the door—and the chain is 
complete, if the dealer does his 
part. In addition to the advertis- 
ing we have already mentioned, 
we give our trade each season 2 
folder or a booklet, printed nicely, 
illustrating our shoes, and _bear- 
ing his imprint. These we give 
him in such quantities as he wil! 
use, that he may distribute them 
among his trade, either direct by 
mail, or by other means of dis- 
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tribution as he selects, or we will 
mail this matter direct to his 
trade from a list which he fur- 
nishes us, we charging him only 
the postage. We also, twice a 
year, issue a catalogue of electro- 
types, which illustrate our shoes, 
so that the dealer may have elec- 
trotype cuts of our shoes to use 
in his own local newspaper adver- 
tising, or for circulars, dodgers, 
etc. We also give him a selection 
of electrotypes of the newspaper 
ads which we are.running nation- 
ally that season, so that he may 
run them in his local paper if he 
chooses. This is more particular- 
ly for dealers who live in towns 
where we are not advertising in 
the paper. 

“A year ago we started a house 
organ called the Boot Strap, 
which is devoted strictly to the 
interests of the dealer. We try 
to show him improved methods 
of stock keeping and store keep- 
ing; improved ideas of salesman- 
ship; up-to-date. window trim 
suggestions; the experience of 


others in the trade, telling what 
certain dealers have done and are 
doing that is successful, with de- 


tailed information covering the 
same, and we give him advertis- 
ing helps—and we do this without 
talking Crossett too much. We 
believe that if the fundamental 
ideas that we furnish appeal to 
him, he will be grateful to us, and 
will remember us in consequence 
of such information, and that his 
trade will be ours. 

“The newspaper advertising is 
run three months in the fall and 
three months in the spring. We 
appear twice a week, for eleven 
weeks, at each period. The copy 
is prepared to first interest the 
reader through the _ illustration, 
then pound home the fact of com- 
fort in Crossett Shoes. We never 
find any lack of something to say 
in this regard. We believe that 
our copy is strong as selling stuff, 
and as general publicity as_ well, 
because we very often receive re- 
quests from individual . persons 
for our shoes through general ad- 
vertising where dealers have not 
been wide awake enough to keep 
the towns and‘ community, where 
they are doing business, alive to 


the fact that they are selling 
Crossett Shoes. We do not sell, 
however, direct to individuals, but 
always turn these sales over to 
the proper dealer, and we have 
always worded our advertising to 
encourage the dealer, and not to 
encourage mail-order business. 

“What is the advertising cost 
of selling our. shoes? This is 
something that we are a little bit 
reluctant to tell. There are some 
manufacturers spending more, and 
some less, but it is safe to say 
that we spend a good average, 
and every cent we spend is 
bringing returns. We trace re- 
sults at the end of each season 
when we have a conference of our 
selling force, and the entire field 
is talked over to a finish, We 
have thirty-one men out on _ the 
road, covering every State in the 
Union, and they are wide awake 
and ascertain what the result of 
our advertising is. Each season 
we ask their advice relative to 
changes and additions, and act 
largely upon it in determining our 
policy. 

“For the last eight years we 
have put up an addition to this 
factory every other year, but our 
business has so increased during 
the past year, that we were 
ecbliged to put up an addition 
ahead of scheduled time. Last 
fall we opened a retail store in 
Boston. Mr. Crossett had never 
permitted the selling of Crossett 
Shoes to an agent in Boston, 
hoping eventually to have a store 
there of his own as this was his 
own field, and one he was par- 
ticularly desirous of being well 
represented in. He also opened a 
store in the middle of the shop- 
ping district in New York City, 
1270 Broadway. This was be- 
cause Crossett Shoes had never 
received the representation there 
they should receive. The success 
of these two stores has been re- 
markable. Their advertising has 
been handled direct from the fac- 
tory, and we have been able 
to watch results closely. We 
started in Boston, taking space in 
the two best papers. Our ads ap- 
peared in the Herald twice a 
week, Wednesdays and Saturdays, 
and in the Evening Transcript 
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three times a week, Mondays, 
Wednesdays and Saturdays. We 
used three inches, double column, 
in the Transcript, top of column, 
front page if possible; but always 
top of column on whatever page 
we used. In the Herald we used 
our regular national publicity 
copy. We also took nearly the 
entire street-car service in Boston 
and vicinity, and have used direct 
advertising methods with imme- 
diate results. We started with a 
list of about twenty-five hundred 
consumers, men and women, and 
sent them a personal letter, an- 
nouncing the opening of the store, 
This was followed later by an- 
other personal letter, and just be- 
fore the holidays by a bunch of 
high-grade illustrations of our 
shoe printed from -the finest cuts, 
which were made direct from our 
shoes, on the best grade of ‘proof- 
er’s paper. These we sent out 
with cards of the salesmen and 
the results were remarkable, in 
that people brought in the picture 
of the shoe they wanted, tried it 
on, and walked out with it. The 
same plan has been successful in 
New York City.” 


Mr. Warren, advertising mana- 
ger of the Crossett Shoe, has had 
considerable experience with vari- 


ous advertising propositions. Born 
in Buffalo and educated in Chi- 
cago, he started out in life to be 
an artist—a real long-haired one, 
with unshakable ideals. There 
was a period when mere Mam- 
mon could not weaken Mr. War- 
ren’s devotion to Art. He 
worked in engraving houses by 
day, and studied at tlie Chicago 
Art Institute at night. But there 
eventually came a time when rye 
bread and tube paint seemed 
somewhat to restrict life. So 
Warren deserted. First he got a 
job with the Chicago Street Car 
Advertising Co. as solicitor, col- 
lector and designer. Then the 
Chicago office of the American 
Tobacco Company took him in 
and put him in charge of the ad- 
vertising stock, where he learned 
a good deal about work with 
signs, posters, etc. Then he went 
with James Howard Kehler, who 
is a specialist in follow-up work, 
and after two years took charge 


of the planning department of a 

Toledo advertising agency, hand. 
ling the McManus & Kelley Com. 
pany’s account among others, 
From there he went to the Penin. 
sular Engraving Co., Detroit, and 
by and by the long arm reached 
out for him and brought him 
East, where he formed his pres. 
ent connection. 

Jas. H. Cot.ins. 


THE CONTINUITY OF AD. 
VERTISING. 


Walking along the street one 
day not long ago I met a man 
who suddenly stopped and said, 
“Hullo, Amos!” 

Now, greetings of this sort are 
not common to my ears. While 
my friends do not pass me on the 
Street without a greeting, and 
even seem glad to stop and chat, 
their familiarity does not seem to 
touch my front name. Perhaps 
if I was Jim or John or Bill, it 
might; but the cognomen of that 
grand old shepherd of Lible times 
does not seem to lend itself to 
familiarity. So I knew that this 
individual was, hailing from some- 
where out of the past. I shook 
hands but had to confess that his 
name “escaped me.” 

Then he made known to me 
that he was one,of my boyhood 
friends whose father I remem- 
bered as a patriarch old gentle- 
man with a long white beard, who 
was known to me as the inventor 
Ambrosia for Gray 


of “Ring’s 
Hair.” 

I knew that asa boy. I thought 
it something of a joke that the 
man who had such an excellent 
remedy for gray hair right at 
hand, should go around with such 
a white beard on his chin. I had 
not then arrived at the erudite 
knowledge that gray hairs are not 
at all a thing to be ashamed of 
but may lend to us a dignity, and 
command for us a_ respectful 
bearing which we otherwise had 
not gained. 

I found that my friend still 
carried on the business of making 
the Ambrosia and Ring’s Witch- 
Hazel Ointment, which remedy 
was cotemporaneous with it. Ex- 
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cept that one preparation please 
carried with it an announcement 
regarding the other, I found that 
no advertising had been done for 
many years and yet the sales 
amount to a very neat little busi- 
ness each year. The Ambrosia 
was extensively advertised as ad- 
vertising went in those days. 

| remember the picture of the 
bells that were engaged in ring- 
ing the praises of Ring’s Am- 
brosia, 

In a recent iremnber of Print- 
ers’ INK, we are told that “Tutt’s 
Pills Cure Liver Ills,” used to be 
the heading of*a familiar adver- 
tisement. Just how long ago it 
used to be, we are not informed, 
but my own impression would be 
that it is a good long time. After 
making three million dollars from 
this business, Dr. Tutt disposed 
of it to Mr. Brent Good. Al- 
though no advertising has since 
been done the sales have kept up 
to the great financial benefit of 
the fortunate purchaser, 

As if this subject was luring 
me on, I found myself calling on 
the genial Mr, Fisher, who looks 
after the fortunes of ‘/Dalley’s 
“Magical Pain Extractor.” Here 
is another “proprietary” that has 
held its own steadily for many 
years without advertising. Its 
virtues have been handed down, 
I suppose, from father to son. 

Pretty much everybody in this 
country who can read, knows of 
Mennen’s Talcum Powder, but 
comparatively few are aware that 
Gerrard Mennen laid the founda- 
tion of his fortune by the sale of 
a corn cure. That remedy is on 
the market to-day, and although 
no advertising has been done for 
many. years it is rumored that it 
nets the firm a profit of something 
like ten thousand dollars a year. 

Advertising writers have been 
wont to tell us that sales fall off 
when advertising stops. 

No doubt they do to a very large 
extent, also no doubt there is a 
little self-interest in the making 
of the statement; be that as it 
may, there is abundant evidence 
in the instances quoted above to 
the fact that even a fairly good 


thing will continue to sell for 


several generations after it has 
been well started on its way. 

It occurs that as bank examin- 
ers and insurance commissioners 
are of late so remiss in their duty 
perhaps a man could leave no bet- 
ter legacy to his posterity than a 
well. advertised proprietary. It is 
also suggested that there might be 
a fortune for some one who could 
organize a company or take overa 
half dozen or so moribund patents 
and carry them along. There 
would be the usual great saving 
of consolidation and then each 
article could carry with it, as is 
customary, an advertisement of 
every other preparation controlled 
by the company. 

Amos Woopsury RIDEOUT. 











DECEMBER, 1906, 
CIRCULATION OF 


THE Recorp-HERALD 


Daily Average, 148,138 
Sunday Average, 218,729 








Increase in three months of 
8,638 in the daily average and 
of 19,959 in the Sunday average. 








The statement of circulation for each 
day of the sditorial month will be found 
on the editorial page. Tue RECorRD- 
Heratp is the only morning paper in 
Chicago that prints such a statement. 








Advertising in 1906 


The advertising in THE REc- 
ORD-HERALD during 1906 as com- 
pared with 1905 


Gained 1,793 Columns 
THE Recorp-HERALD 














Lincoln Freie Presse 


GERMAN WEEKLY, 
LINCOLN, NEB. 
Prints nothing but original matter and 
brings an abundance of articles and 
items of special interest to German- 
Americans, wiiets eee for - = 
mense popularity of the paper in the 

German settlements everywhere. 
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THE NEEDLE IN THE HAY- 
STACK. 

This advertisement is one of 
the most instructive that has been 
printed in a long while. It teaches 
a pointed lesson, not by, what it 
is, but by what it is not. 

Consider first its typographical 
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quieting rules under — phrasc;, 
nothing to distract the mind. 

This ad is extrev1ely attractive 
and digestible. ; 

But read it to find out what it 
is about, and something eludes 
you. It begins with a reference 
to Christmas gifts, and evidently 
offers something that is better 








THE BEST OF ALL GIFTS 


A Remembrance That Renews Itself Every 
Week in the Year, 











And Causes the Recipient to be Informed Regarding All 
That's Best and Most Interesting to Talk About. 


Christmas gift comes up. That gift is valued most which best 

symbolizes the good will of the giver. The difficulty is to find 

something that will fully represent the spirit of the holiday. season 
and also possess a lasting value. Especially is this difficult when the 
price must be moderate. Therefore, when the days grow shorter and Christ- 
mastide draws near, nearly all people who dwell in civilized’ communities are 
asking each other and themselves that ever-perplexing question—what shall 
we give ?. 

Here is one answer, which seems to meet many requirements. 

If the subject of your kind thought and seasonable solicitude is a man or 
awoman of fair education, associating with intelligent people, there is no gift which 
would be more acceptable and of more lasting benefit than’a year’s subscription for 
‘The New York Times Saturday Review of Books. ae : 

The New York Times Saturday Review of Beoks is a weekly publication 
of sixteen pages or more, ey Ber the news:of,the world of literature and com- 
prehensive reviews of the best ks, many of them written by eminent specialists 
in various branches. Its many columns, in short, are filled with entertaining and 
instructive discussions of the uppermost literary topics by the best writers of this 
country. It is a liberal-education to read The New York Times Saturday Review 
of Books. It is sent to any addressin the United States for $f a year—less than’ 
2 cents a copy—postage paid, Send one dollar to The New- York Times, with 
the name and address of your friend, and a beautiful Christmas card will. be sent 
to him or her. with your compliments. ond the information that you have made him 
or her a subscriber to The New York Times Saturday Review of Books for one 
year. it is a charming way to remember your friends and to make them remem- 
ber.you every week in the year. The whole cost is cnly $1. No more suitable, 
valuable, and acc~~table present for one dollar can be made. Address, The New 
= Times, New York City. Upon fequest a sample copy will be sent free of 
charge. 


T"c is the time of year when the bothersome quéstion of a suitable 














than anything else. That is in- 
teresting. But there is no ink- 
ling in the display head as to what 
this better-than-all gift may be, 
and when you plunge into the 
text you get 150 words of vague, 
general talk about the days grow- 
ing shorter, and Christmastide 
drawing nearer, and civilized 
communities, and men and women 


appearance. As a specimen of 
readability it couldn’t be im- 
proved. In the original the text 
matter was set in a pica body-let- 
ter. The heading was a true 
newspaper head that caught the 
eye and led the reader easily into 
the main argument. There are 
no shrieking cap lines, no annoy- 
ing bold-face or italics, no dis- 
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of education, and _— seasonable 
solicitude, and  ever-perplexing 
questions, and so forth. Not until 
the very center of the maze is 
reached does the reader learn 
that this best-of-all Christmas 
presents is a subscription to the 
New York Times book review, 
and then the welcome news is 
hedged and qualified as though 
the writer of the ad expected the 
reader to shy a brickbat at him 
when he found “that he had been 
reading a business announcement. 

This advertisement is instruc- 
tive because it shows several ways 
of how not to. write advertising. 
It isn’t specific. It doesn’t say 
“Put a dollar in an envelope,” or 
“Why not the Times book review 
for Christmas?” . Not at all. It 
doesn’t make you want to send 
your friend a holiday gift, but re- 
minds you that you will probably 
have to do so, and that it is a 
bother and a bore. It isn’t a frank, 
business-like ad. It doesn’t say 
“Act to-day.” It meanders, and 
backs water, and apologizes, and 
takes nearly 400 words to say 
what might have been said in 100 
words. 

It would have been an interest- 
ing experiment to have turned 
this same proposition over to one 
of the men who write book ad- 
vertising for the magazines, di- 
recting him to tell the story his 
own way in a magazine page. In 
the New York Times this ad took 
nearly four times as much space 
as there is on a magazine page, 
for it was four columns wide and 
fifteen inches long—8oo lines of 
agate. A number of testimonials 
appeared at the bottom, adding to 
its length, but not its strength. 

The veteran book man would 
probably have started out with a 
picture. It would have been a 
commonplace picture, perhaps— 
two hands putting a dollar bill 
into an envelope to illustrate 
“Send to-day,” or a calendar for 
1907 to indicate the fifty-two 
weeks of pleasure that a dollar 
would buy your friend, or some 
other equally rugged, hackneyed 
symbol that couldn’t be misun- 
derstood or dodged. This adver- 
tisement is excessively polite and 
undecided. The veteran book 


II 


agent’s ad wouldn't have been so 
genteel. But it would have been 
vigorous and definite, and from 
the first line to the last, and with 
a_ half-dozen sub-heads in be- 
tween, it would have made its bid 
for that dollar, to-day, this min- 
ute, before you forget. The prop- 


osition would have been there on 
the surface—not a 
haystack.e 


needle in a 


——_+o,- 
THE NEW IDEA IN SAMPLING. 


In the old days all the sampling that 
was done was from door to door. To: 
day there are concerns, say like the 
Golden Rule Hair Restorer Company, 
which spend a very large appropria- 
tion merely to offer a generous sample 
to inquirers, 

There are many strong reasons for 
this, and the success of the above 
named company has demonstrated —_ 
sampling through advertising is 
sound business proposition. By 
sampling from house to house promis- 
cuously there is a very great element 
of waste. On the other hand, sampling 
by advertising results, if rightly one, 
in a great majority of very valuable 
inquiries. 

fhe principal point on which sam- 
pling makes good is that it removes 
great resistance to many propositions. 
There are a great many propositions 
which would succeed tremendously if 
possible customers once had a chance 
to try it. In the ordinary way of 
merchandising the public is intensely 
shy of trying anything new, especially 
in the way of medicine. Sampling 
through advertising is simply the appli- 
cation of the sound idea of making 
the buying as easy as possible. For 
any business which can afford to give 
samples (if such samples. will undoubt- 
edly make good) there is no better 
selling plan to be found. The sample 
gives a tangible evidence of what a 
thing is worth and provides a medium 
between the advertiser and the possible 
customer, which is the greatest possible 
maker of business.—Judicious Adver- 
tising. 

Peace 

COST OF CARRYING MAIL. 

Statistics compiled by representatives 
of the United Typothete of America 
and the American Weekly Publishers’ 
Association, “sow that the Government 
is paying the” railways three times as 
much on the average for the trans- 
portation of mail matter as the express 
companies pay the roads for like ser- 
vices. 

On the basis of the Postmaster-Gen- 
eral’s estimates the publishers assert 
that the Government, during the fiscal 
year ending June 30, 1907, will pay 
the roads almost $32,000,000 more 
than the express companies would pay 
them for hauling an equal tonnage. 
“One of the chief needs of the Gov. 
ernment is an expert traffic manager,” 
said W. D. Boyce, a Chicago publisher. 
“It then would get as good rates as 
the express companies.”—New Yorl: 
Post. 
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THE STORY OF THE ‘AMERICAN 
TELEPHONE JOURNAL,’ NEW 
YORK, IS LARGELY A STORY OF 
HOW ADVERTISERS’ DEMANDS FOR 
THIS QUEER FORM OF NOTICE 
HAVE BEEN MET AND DENIED—A 
SUCCESSFUL TRADE WEEKLY BUILT 
OUT OF A CLIPPING REPOSITORY. 


“WRITE-UP.” 


One of the cleanest little tech- 
nical publications in the country 
is the American Telephone Jour- 
nal, published weekly at 100 
William street, New York. Its 
founder, editor and _ executive 
head, is H. McDonough, 
formerly a newspaper man and 
advertising specialist. Mr. Mc- 
Donough was struck with the 
need for a telephone journal five 
years ago. With the expiration 
of the Bell patents in 1894 the 
telephone industry began to grow 
phenomenally. Hundreds of in- 
dependent companies came into 
being, and there was no live me- 
dium for the distribution of news 
and technical information. All 


the telephone publications already 


in the field—not many—were is- 
sued monthly. Mr. McDonough 
believed that only a weekly could 
properly present trade news, and 
to that end purchased a small pa- 
per called Telephone Items, which 
had a second-class mail entry 
and a small following to serve 
as a foundation for something 
better. Telephone Items was a 
queer sheet, published by a clip- 
ping bureau. The hundreds of 
new telephone companies. wanted 
clippings relating to new installa- 
tions, new companies, etc., and 
the clipping bureau, to meet this 
growing demand, had established 
the paper to print what was cut 
out of the general press. Miscel- 
laneous items were crowded in 
without even a classification. The 
editor was a girl, and the editing 
a joke, 

At the outset a decided pre- 
judice against the weekly idea 
was found among manufacturers 
of telephones and supplies. To 
spend $30 for a page in a weekly 
when $40 would buy the same 
space in a monthly looked like 
poor business, and several of the 
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large supply companies not only 
refused to do any such thing, but 
openly announced that they would 
fight the weekly idea and kill the 
paper if they could. Neverthe- 
less, the publisher went ahead, re- 
naming his sheet the American 
Telephone Journal,. and the first 
year was given to building up the 
paper editorially and getting sub- 
scribers. All the readers oi 
Telephone Items quit at once 
The Bell interests could not be 
counted on for many readers, had 
no advertising to give out, and 
had, furthermore, a rule which 
is still in force that no employee 
should write or give information 
to the technical papers. So it 
was natural that the new publica- 
tion. should cultivate what are 
known as the independent tele- 
phone interests—companies either 
fighting the Bell, operating neigh- 
borhood plants in small towns, 
farmers’ lines, etc. There were 
hundreds of these, and more 
coming into being every day. 
Upon them the journal has built 
up a solid circulation clientele 
now asserted to be in the neigh- 
borhood of 6,000 copies per issue. 

New York is not a favorabic 
Iccation for a telephone journal, 
becalise practically all the con- 
cerns making telephone supplies 
are in the Middle West. But little 
by little advertising patronage 
was built up, and in one instance 
a company that had said it would 
kill the weekly if it could was 
soon paying this paper a greater 
revenue than any other advertiser. 

Perhaps the most interesting 
part of Mr. McDonough’s story is 
that dealing with “write-ups.” 
Whenever he approached a pros- 
pective advertiser he found that 
a contract for display business in- 
volved the insertion of a_ free 
notice of some sort. All other 
journals gave such “readers” with- 
out protest, and in some instances 
ran so many of them that it was 
difficult to distinguish between 
“write-ups” and genuine articles 
in their columns, 

The trade journal “write-up” is 
a queer product. An advertiser 
contracts for -display space, and 
then demands that the publisher 
print a portrait of himself, or a 
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picture Of his building, accom- one manufacturers were argued 
panied by descriptive matter. with, and won over. Trial dis- 
Sometimes he writes the matter play ads with no accompaniment 
himself, and it reads like a form of tommyrot paid in this paper 
letter to the trade Sometimes because it was built entirely for 
the solicitor writes it, and it re- readers, and had sound technical 
sembles a spring poem in prose. information, and was read for it- 
In neither case is there much self, and believed in for its im- 
chance that genuine technical in- partiality. Occasionally a manu- 
formation, useful and interesting facturer who stuck out for the 
to readers, will get into the pro- “write-up” idea was asked to go 
duction. One manufacturer has over his record of results and de- 
a two-story factory in a minor termine how much business such 
town. He photographs it and free notices had brought him. 
demands that it be made the cen- Usually there was a frank admis- 
ter of a “write-up.” As a build- sion that nothing had been pro- 
ing, his plant looks' small, though duced at all. For two or three 
he occupies the whole of it, and years it was hard sailing against 
owns it, and measured by stand- the current. Then the effects of 
ards in his industry may be one adherence to such a policy be- 
of the largest manufacturers. came apparent. Advertisers knew 
That same day the advertising that, though they could not get 
solicitor visits another manufac- free notices, neither could other 
turer whose plant is in one cor- manufacturers. Where at first 
ner of a ten-story building in a the policy of “No write-up” had 
city. This second man’s output is been distrusted as an individual 
perhaps one-fifth that of the other refuSal, it eventually came to be 
manufacturer. But he photo- recognized as a fixed rule. The 
graphs the whole building, letters result is that to-day there is sel- 
his nameé across the front, and dom any objection, nor any de- 
when the two “write-ups” appear mand for free reading. The man- 
side by side in the same paper it ufacturers have become interest- 
looks as though the fellow in one ed in furnishing bona fide techni- 
corner of the ten-story building cal information, and supply data 
was twenty times as important as or articles acceptable entirely 
the man who owns his own from an impartial editorial stand- 
factory. point. Two years ago the Amer- 
It was this practice, with its ican Telephone Journal estab- 
misrepresentations, its dry and lished a department entitled “In 
florid matter, its injustice-.to the Manufacturing Field,” in 
readers, publisher and advertisers which legitimate news concerning 
alike, that the journal set out to advertisers is given place in brief 
combat. “Not a line of write- form. No pictures of plants find 
up!” was the policy. “Give us their way into this section of the 
something interesting about how paper, unless they happen to be 
you make Your product, how it is interesting for size, layout or 
used, how it can be repairéd, or somé other reason. But the 
anything else that will be gen- company that furnishes diagrams 
uinely useful to readers as infor- or photographs of a device, or in- 
mation, and we will print it structions for repairing or oper- 
whether you advertise or not.” ating, gets adequate notice. New 
But this was precisely what adver- devices, issue of patents, enlarge- 
tisers did not want to do. Some ment of plant, increase of capital- 
fatal attraction about the free ization, election of new officers, 
“reader” seemed to possess theia etc. are recognized as real news, 
minds, and when they learned and re-written in suitable form 
that they could not get such by the editorial staff. But the 
balderdash into the American idea that a “write-up” has any 
Telephone Journal the subject of advertising value has been killed. 
legitimate display advertising lost The journal is not unwieldy in 
interest. size, running from forty to a 
But only for a time. One by hundred pages per issue, But it 
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is all real meat, and besides cir- A Oe eet ON 
culation in this country, goes to : . 2 

f : land Th b Recently a little booklet was issued 
many oreign iJands. a € pu - and sent to automobile manufacturers 
lishers are now preparing to cir- by an advertising agent. It is entitled, 
cularize every town of 3,000 or “Come Let Us Reason Together.” In 
4 loti : ra ". ‘lized this bookiet he holds that magazines 
more population in the civilized are far superior to newspapers for auto. 
world, with a view to getting mobile advertising purposes. This 
readers Interest in American ‘statement has brought out a reply from 
: tend d devi +. an automobile manufacturer who is re- 
telephone methods an €viceS 1S garded as one of the largest adver- 
growing abroad, and orders for tiers in the country, E. R. Thomas. 
i j j ‘He says the National market can- 
supplies from foreign Regence hoy not be reached by automobile manu- 
have been traced to this. weekly. facturers by advertising through the 
The price of subscription has daily Pong in 1 — nye ten 
in mediums having a National circu- 
been kept down to $1 a year, and lation. The National market for auto- 
is probably the lowest in the tech- mobiles is purely in the cities, and as 
nical journal field. But new cir- all cities, have ally Bewopapers, they 
: "3 : are absolutely the quickest and mos 
culation is always sought among efficient method of reaching the public. 
readers: who are actual pur- “He states that if the manufacturer 
chasers ot supplies rather than gd . take a page 45 *t he 20 num- 
: r of magazines, of which he gives 
among the salaried employees of the names, he would get a circulation 
large telephone Companies. AN of 2,891,417 copies, scattered over the 
interesting experiment was tried entire country, at a cost of $3,028.40, 


lately to determine how many and gives some interesting statistics as 


: . ; to the circulation in each city. To me 
readers file and bind their copies. he seems to refute his own statement 


aoe meme eeek Sad Bele ee. anette shacks ie he 
sentativ 4 “4 
ed as a regular part of the last papers of his locality to follow up the 
issue of each volume. But this valuable asset of National reputation 
practice was discontinued and the gained, we are. led to infer, through 
: : magazine advertising. 
index printed separately, readers “The gentleman is much more ex- 
being informed that they could perienced in general advertising than 
have it free on request. Thus it [ am, but in the matter of automobile 
‘ 1 d how aieny reeders advertising my own experience favors 
was iearned no y > newspaper advertising, and though it 
preserve their files, and an esti- may cost more, results will justify the 
ir. cost. 
mate also formed of the best cir _ “The E. R. Thomas Motor Company 


culation for advertisers, is probably the largest automobile 


newspaper advertiser in the world. We 
woke up the trade, one year ago, by 
VOLUME OF MAIL-ORDER ADS. taking a whole page in ° chain of beg 
pale ‘a il. ‘i newspapers, reaching from  coas to) 
Po — tried Oey Ee coast, expending about $5,000 in one 
tremendous number of ads similar to = Beyond a — of doubt, this 
his own he could clip from the current o -esaggy one road resulted in more and 
mail-order magazines. One man run- better business eA three times the 
ning a subscription scheme collected psa Fi po ae _ Mm any 7 ed me- 
nearly a thousand subscription ads in G1UMS. 4 1 advrtising is good, but for 
a few months. A trust scheme operator quick results take the newspaper every 
has a book containing about eight hun- ag h lked d 
dred scheme ads, all different. A medi- |, ave talked to ~— dealers upon 
cal advertiser, handling a remedy for te subject. They are closer in touch 
a certain chronic disease, collected with results than any one else, and 
more than fifteen hundred advertise- they, invariably advocate newspaper ad- 
ments of treatments for chronic dis- Verttsing. Magazine advertising _is 
cases inside of a year. . pe af geod o" mi ag ane er 
If you go a step further and answer Conpiiats to" cline it pated ‘a me my Foe 
all of these ads, filing the literature through the newspapers.”—Wew York 
received in some convenient and _ sys- Times 
tematic manner, you will have a work- ? sci cia outa ache 
ing library relating to your own ,. > . 
ae A or which you would not ac- FIELD FOR Sr ray RAZOR AD- 
cept any reasonable sum after you be- ’ SING. 
come accustomed to consulting it. Ever since Babu, or I should say 
Mere desultory reading of the ads Srijut Bepin Chandra Pal, convened a 
and literature of mail-order operators meeting and harangued the local bar- 
handling the same line or scheme that bers to increase their charges the re- 
you handle is not sufficient to give you vised charges are just double what they 
the searching insight into the business were before, and rather than agree to 
which is necessary to keep you abreast the increased rates the majority. of 
of the new wrinkles and good ideas customers are going without a_ shave, 
which appear from time to time.— as is evidenced by their faces.—Cal- 
Advertising. cutla (India) Empire. 
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A Roll of Honor 





N 
requisite qualification. 


\o amount of money can buy a place in this list fora paper not having the 


Advertisements under this caption are accepted from publishers who, accord- 
ing to tho 1906 issue of Rowell’s american Newspaper Directory. have submitted for 
that edition of tne Directory a detailed circulation statement. auiy signed and datea 


also from publishers wno for some reason failed to obtain a 
Directory, but have since supplied a detailed cir 


a figure rating in the 1908 
as described above, 





sovering a period of twelve months prior to the date of making the statement, such state- 


ment being available for use in the 19C7 issue of the American Newspaper Directory. Cir- 
culation figuresin the ROLL oF Honor of the last named character are marked with an (>). 


to know what he pays his hara cash for. 


These are generally regarded the publishers who believe that an advertiser has a right 






The full meaning of the Star Guarantee is set forth in Rowell’s American 


it. No vablisher who has any doubt that the absolute accuracy of his circulation 


wy Newspaper Directory in the catalogue description of each publication possessing 


statement would stand out bright and clear after the most searching investigation 
would ever for a moment consider the thought of securing and using the Guarantee Star. 


SEAR. 
Birmingham. Ledger. Average for 1905, 
22,069. Best advertising m medion in Alabama. 
Montgomery, Journal, dy. Aver. 1905, 8,677. 
The afternoon ome newspaper of its city. 


ARIZONA. 


Phoenix. Republican. Daily arer. 1905,6.88 1. 
Leonard & Lewis, N. Y. Reps., Tribune Bldy. 


ARKANSAS. 


Fert Smith, Times. dy. Act. av. 1905, 3,781. 
Act. aver. for May, June and July, 1906, 4,227, 


CALIFORNIA. 


Meuntain View. Signsof the Times. Actual 
weekly average for 1905, 22.580 


San Francisce. Pacific = semi-mo.; 
Episcopalian. Cir. 1905, 1,427; Dec. 196, 2,500, 

San Francisco. Sunset Magazine, monthly; 
literary; 192 to 224 pages, 5x8. Average 


tion ten months beginning December, 1905, 64,- 
600. Home Offices, Fi Building. 


lager peg 


Denver, Post. people—new homes—new 
needs: -ail sup tat ey nthe ‘ant” columns ot the 
Denver Post. a .—Dy. 56,012, Sunday 82,897, 
i The absolute correctness of the latest 

circulation rating accoraed 
the Denver Post is guaran- 
teed by the publishers of 
Roweli’s American News- 
paper Directory, who will 
pay one hundred dollars to 
the first person who success- 
fully controverts its accuracy. 


CONBEOTIONT. 

Bridgeport, Evening Sworn dy. av. +4 
11,025, now over 12. hoor t Katz, 8, agt. N.Y. 

Meriden, Journal, evening. Actual average 
Sor 1905, 7,587. 

Meriden. Morning Recor Record and Republican, 
Daily average for 1905. 7.578. 

New Haven. Evening Register. anty. Actual 

av. for 1905, 18.711: Sunday, 11. 811, 

New maven, | Palladium, dy. Arer. 1904, 7.857; 
1905, 8.686. #, Katz, Special Agent. N. ¥." 

New ome Evening ening Registe r,dy. Annual 
sworn aver. for 1%6, 6, 14.704 43 Bunday, 11,662. 

New Haven. Union. Average 1906, pag 5 
8d. quarter 1906, 16,485. E. Katz, 8. Agt., N. ¥. 


New London. Day, eve. ev’g. Aver. 1906, 104) 





Norwalk. tio Yo Ae: Daily average gua: 
anteed to exceedii.100,. Sworn ciroulation 


‘0 
statement furnished. 


Norwich. B8ulletin, morning. gperves Sor 
1905, 5,920; 1906, 6,559; now,. 6, 


Waterbury. Re mablican, ¢ dy. Aver. for 1905, 
5.643. La Coste & Maxwell Spec. Ayents, N. ¥: 


DISTRICT OF COLUMBIA. 


Washington. Evening Star, daily and Sun- 
day. Daily averaye for 195, 85.550 (©). 


FLORIDA. 


Rare Metropolis, dy. Arerage 1906, 
9,422. Oct. 1906, 9,407. E. Katz, 8p. Agt., N.Y. 


GEORGIA. 


Atlanta. Journal, dy. Ar. , 46.088. Sun- 
day 47.998. Semi-weeicly 56.781; arer. 1906, 
daily, 50.857, Sun., 32.988; semi-wy. bis 74.916. 


ILLINOIS. 


Ashley, Gazette. Circulation 1 182. Largest 
and only proven circulation in Washington Co. 


Aurora. Daily Beacon. Daily average for 
1905, 4,580; jirst six months of 196, 6, 245. A 


Champaign. News. Daily aver., 196, 2.156: 
weekly. 8.460. Guaranteed larger circulation 
than all other papers - the twin cities (Cham- 
paign and Urbana) combined. ° 


Ohienge. Bakers’ Melper, monthly ($2.00) 
Bakers’ Helper Co. Average Jor 1905,4,100(@@), 


Chiengo, Breeders’ Gazette, wy.; $2.00. Aver. 
cire’n 411 months endiny Nov. 28, 1906, 69,667. 

Chiengo, Dental Review, monthly Actual 
average for 1905, 8,703; for 1906, 4.001. 


Chieago. Examiner. Arerage for 1905. 144, 
806 comes daily; %% of circulation in city; 
larger city c:reulition than any two other Chi- 

morning papers combined. Examined 
Association of American Advertisers. ‘Smteh 
Thompson, Representatives. 


Chieago. Farm Loans and City Bonds. Tead- 
ing investment paper of the United States, 


Chieago. Inland Printer. Actual areruge cir- 
culation for 1905, 15.866 (@ @). 


Chicago. The Tribune has the largest two-cent 
protege per in Lah re and Ley MBE t cire’ rea 

on of any morning newspaper in Chicago. The 
nae’ fe th he only Chicago newspaper receiv- 





average 1906,6.104, E£. Katz., Sp. Agent, N. . He 


ing ¢ 
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Obieage, Record-Herald. Arerage 194, daily 
145.761, “Sunday 199, 7 Average 1905, daily 
146.456, Sunday 204.559 
i The absolute correctness of the latest 

circulation rating accorded 

the Chicago Record-Heraid 

is guaranteed by the pub- 

lishers of Rowell’s American 

Newspaper Directory, who 

will pay one hundred dollars 
to the first person who successfully con- 
troverts its accuracy. 

Joliet, Herald pa ory oy Sunday morning. 
Averaye for year ending July 17, 196, "s. 266, 


INDIANA. 

Evanaville. Journal-News. Ar. for 1905, i 
040. Sundays over 15.000. E. Katz. 8. A.. N.Y 

Indianapolis, Up-to-Date Farming. 1905 av., 
166,250. Now 200.000 4 times a mo..75c. a line. 

Netre Dame. ‘ne Ave Maria, Catholic weerty. 

net averuge Jor 1905, 24.890. 

Princeton, Clarion-News, daily and weekty. 
Daily average 1905, 1,447; weekly, 2,897. 

Riehmond, The Evening Item, 


average net 
mouths 
1906, &. O18. 


ing Sept, 3v, 1906, 4.411 
Over $.400out of 4,800" tichmond 
lar subscribers to the 


daily. Sworn, 
vid céreulation for 1905, ree a nine 
‘or Bept= 
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LOUISIANA. 

New Orienns, Item. official journai of the 
sity. Av. cir, Jan., 196, 24.615: for Feb., 1906, 
2a.419; for March. 1906, 26. 069; for April, 1906, 
26,090. Av. cir. Janu. sto June 30, 1906, 25,196. 
MAINE. 

Augusta. Comfort, mo..W. H. Gannett, pub. 

Actual average sor 1905, 1906, 1,269,578, 
Augusta, Kennebec Jou Journal, dy. and w 
Average daily, 4205. GL986, weekly, 2.090. 4 


Beager. Gomes as ‘Average } 
9.453. weeicly.29,112. eae hctted 

Dover. Piscataquis Unserver. 
average 1 


905, 2.019. 
-Lewiston. E: Journal, daily. 
1905, 7.398 (OQ). u weekly 17.448.0 ©). 
Madison, Sutietin, wy. Cir. 1905, 1.434; now 
penemaaiamaacticing end farming ished in:proe- 
<; Eblilioa. Maine Woads ana weekly, 


Actual weerly 


Aver. for 


Weedsman, 
4. W,-Braesett Uo. ~hrorage for-1006, BOTT. 


Pertland. Average 
daily singt domning Aepren. Telegram. rec + aaa 
MARYLAND. 


Annapolia_. 8. Naval Institute,.Proceedings 
afsq.; copies printed ar.yr ar.yr. enid’g Sept. 1905,1, Git, 





ne are regu 


an Bend. Tribune. Sworn daily arerage, 
Dec. 1906.%,027. Absolutely best in South Bend. 
INDIAN TERRITORY. 
Muskogee. Times Democrat. 1905, av., oy 
3 mos. . May 1906, 5,215. E. Katz. ‘Agt N. ¥. 
IOWA, 
Burlington. Hawk-Eye, daily. Arer., 1906, 
8,764. “All paid in advance.” 
Davenport, Catholic Messenger, weekly. 
ctual average for 1905, &.814. 
Davenpert. Times. Daly aver. Dec., 12.542. 
Circulation in City or total guaranteed greater 
taan any other paper or no pay Jor space. 
Dea Moines. a aaily. <r ag Young, 
publisher. Actual average svld 4 59.178 
t circuiation over 40.000. City. and State 
c:rculation largest mn Iowa. More tocal adr 
ing in 1906 in 312 issues than any competitor in 
365 issues. The rate tire cents ive cents a line, 


Des Meines. Register and and Leader—daily and 
Sunday—carries more “Want” and local display 
advertising than any otner Des Moines or lowa 
paper. ‘Average ctreulation f eer dy. 80.06%. 

Dea Moines. Iowa State va State Register rand Farmer, 
w’y. Aver. number copies pr’ inted. 196, 82,1238. 


Des Moines. The People’s Deotier Monthly 
Actual average for 195, 182, 182,175. 


Sioux City. Journal, daily 
sworn, 24.961, <Average 
1906, 29,045. 

Sieux Olty. Trioune. Evening. Net sworn 
daily. average 1906, 27.170: Dec , 1% 6,380,124. 

You can cover Sioux City. thoroughly by using 
The Tribune only. Itis subseribed for by prac- 
tically every family that a newspaper can inter- 
est. Only leowa paper that hae the Guaran- 


teed Stur. 
KANSAS. 


Hutehinson, News. Daily 1906, 9.000 
196,4.500, E. Katz. Special Agent. N. Y. 


Lawrenee, World, evening and =r Copies 
printed, 195, daily, 8.575; weekly. 8 180. 


Pittsburg, Headlight. dy. and wy. ctual 

average ror 1905, ‘datly 5,280, weekly &. ot 
KENTUCKY. 

Pw ge Leader. Ar. '06., evg. &.167. Sun. 

6.7938; Oct. '06,5,216. Sy. 8, 6a. E Katz, 8. A. 

Marion, Crittenden Record, weekly. Actual 
average for year ending October, 1905, 1,832. 

Owensboro. Daily Inquirer. Larger circ. than 
any Owensboro 'y. Nocharge unless true. 


Owensboro, Paily Messenger. «v. detailed 
sworn otros quaeter ending. Dec. 3/, 1906, 8.420, 


Averaue for 1905 
‘or jirst six months, 


4 Oct. 


| lishing. 


Butet Amertean, ty:—2tv. first 6 mo. 1906, 
Sun. -3Sst42; d’y, 67.7 No-vreturn privileye. 

Raitimore. Hows, dutty. a News Pub- 
Average 40.623, For 
aber, 78 1906. : Ti. 675. 


erator’: who 
= Pip me ye ak a. ~ the 
‘gon - 
t ae _ succeses' 'y con: 
Ss. 


Boston; Christian Endeavor World. A leading 
‘Teéligiour weekly. Actnal creraye 1905, 99.491. 


Fn om rad t Transcript (©©). Boston's 
A $ent smpount of week day aav. 





Stet tot tk 


Boston, Globe. Average 196. dilly. 182,986. 
Sunday 295.232. Largest circulation daily of 
any two cent paper in the United States. Largest 
circulation of any Sunday newspaper in New 
England, Advertisements go in morning and 
afternoon editions for one price. 


KWAK 


Average for #906, — 
an Post, oat, 848: increaxe py = 1 per 
day over 1905, Boston SUNDAY Post, 28-072: 4 
crease of end ve Su i F ce te 1905. i 

ew gir n linotypes. rst 
New Eng! ‘paper, to t in the autoplate. 
Has in it its oe plant the “teenens and moat 
expensive press in the world. Leads Boston 
t of foreign bi 
x of New Eng 
ew Engl: 





“Tne Great 
lana.” Covers Boston and 
thoroughly than any other paper. 
citenlation delivered in homes of middle-class, 
well-to do portion of community. 

corr of the latest 


Be The lut 
circulation rating accorded 
the Boston Post is guaran- 
teed by the publishers of 
Rowell’s American a we 
. paper Directory, 0 wil 
pay one hundred dollars to 
the first person who successfully contro- 
verts its accuracy, 
Lynn, Evening News, Actual average for year 








ending August 31, 1908, “7.164. 








PRINTERS’ INK. 


SOME SIGNIFICANT 
FIGURES 


Circulation and Advertising at 
the National Capital. 


CIRCULATION. 


(1) The Washington (D. C.) Star, including and combining 
its evening and Sunday morning issues, has the largest, the 
best and the only sworn circulation in the Distriet of Colum- 
bia. In 1906 it gained in circulation over 1905 in both its 
evening and Sunday morning issues. 

(2) In both its evening and Sunday morning issues it has a 
larger carrier delivery circulation in the homes of Washing- 
ton than the other local papers combined. : 

(8) The Sunday Star, viewed separately, has the largest, 
the best and the only sworn circulation in the District of 
Columbia. 

(4) The Star reaches all classes of Washington purchasers, 
rich and poor alike, in their homes on every day in the week. 


ADVERTISING. 


Advertisers have given proof of their recognition of the 
supremacy of The Star’s circulation in extent and result- 
producing qualities in a practical and substantial fashion. 


They printed in The Star in 1906, 30,008.64 columns of ad- 
vertising, an increase of 3,432.02 columns over 1905, an average 
of 82.20 columns per day, an increase daily of 6.93 columns, or 
nearly a page. e gains of The Sunday Star, both in adver- 
— and circulation, were especially notable, its increase 
over last year being 2,542.56 columns. 

The comparative figures of paid advertising in Washing- 
ton for 1906 are as follows: 

Total Daily 
Columns. Average. Classified. 
A 30,003.64 $2.20 9,740.47 
21,016.66 57.57 344.08 
17,819.02 48.82 4,766.76 


Thus The Star printed during the year 8,986.98 more 
columns than its nearest contemporary and 12,184.62 more 
columns than the other; a daily average of 8% pages of ad- 
vertising more than one and 45 pages of advertising more 
than the other. It printed more paid classified advertising 
during the year than its twe contemporaries combined. 

pe pred te of advertisers, large and small, local and forei 
thus unite in a practical and convincing demonstration <7 the 
conspicuous lead in advertising value of the columns of The 
Evening and The Sunday Star. 





Eastern Representative—DAN A. CARROLL, Tribune Bldg., New York. 
Western Representative—W. Y. PERRY, First National Bank Bidg., Chicago. 
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Springfield, Popo Events. Alone guar- 
antees results. et proposition. Over 5&0 res 


Springfeid. Geen Eases Mousshoaring. 1 mo. 
ave :#6, 209.582. No issue less tha 225.000. 
All advertisements guaranteed. 


W orcester. mr > jue, daily ¢ ). 
Paid average for 1905. 4,25. ™ 7:00 
MICHIGAN. 

Adrian. Telegram. av. 1906, 5.145. Av. 

last three mos. 196, bes. Payne & Young. 
Jackaon, Morning eugnies, ine 
November, 1906, 6,832 net unday, 
7.558 net paid; tee (Ayr. Pts 
Circulation verified by Am v. Ass’n 
Saginaw. Courier-Herald. ae cneaé. 
Average 1905, 12.894: Nov.. 1906, 14.753. 
Saginaw. Evening News. daily. Average for 
1905, 16.710; Dec., 1906, 20.897, 
Tecumeeh. Semi- ss Herald. Actual 
average for 1905,1,275. 
MINNESOTA. 
Minnenpolia. farmers’ Trivune. twice a-week. 
W.J.Murphy, pun. Aver. for 1905, 46.428. 
Minnexpolis. Farm, Stock and Home, semi- 
Monthly. Actual averuge 195. S%,187; aver- 
age Sor 1906, 100,266. 


absolute accuracy of Farm, 
Stock & Home's civemietion rating 
is guaranteed by t —— 
Newspaper Direc " Otroulat 
practically confined to aadaraere 
of Minnesota. the tas. Western 
Wisconsin aud Northern Iowa. Use 
it to reach section most projitably. 
Minneapoll«. Journas, vaily and Sunday. 
In 1905 - ~~ al te errculation 67.38%. Daily 


culat‘o. for Dec. 1906, Th.955, 
Seer Suda circuit 


on, pe. 1906, 71.7638. 
ute accuracy of the 
sue pn ratings ts 
guaranteed by the American — 
Directory. It reaches 


paper 
greater number of the purchasing 
classes and gues into more homes 
thai any Te gd in its field. It 


brings 
ag tinyrge. Svenska Amerikanska Posten. 
wan J. Turnblad, pub. 1905.51.512. 
vier tage va Minnenpolise Tribune. W. 
J. Murphy, pub. Est. i867. Old- 
est Minneapolis daiiy. The Sun- 
day Tribune averuge per issue 
Jor the month of Norembor, 
1906, was 79.224. The duily 
Tribune arerage per issue for 


by Am. Newn- 1308, 


paper Direc. the month of November, 

tery. was 102,59. 

&t. Paul. A. 0. U. W. aoe 
circulation for 1905, 22.542 

St. Paul. Pioneer Press. Net average circula- 

tion for January—laily 35.802. Sunday 32.- 


The absolute accuracy of the 
Pioneer Press circulation state- 
meuts is guaranteed by the ameri- 
can Newspaper Directory. Ninety 
per ceut A the money due for sub- 
poe met collected showing that 
ibscribers take the paper because 
they want it, All matters pertain- 
ing to circulation are open to investigation. 
L gaye Republican-Herald, oldest, largest 
and outside the 
Twin Citiesand Duluth. R.O. P. rate 12c. per inch. 


MISSOURI. 
Joplin. Globe, dail verage 1905, 18.894. 
Oct. 06, 15.769. E "Rats. Special Agent, N. ¥. 
ones City. Journal. Crrc'n, 275.000; 
205.000 Weeicly—display and ciassiied, 40 
cents a line, v fiat; 7400 Daa and Sunda =i 
eck 
py si 48. Sieabare on request. 
. Western Monthly. Reaches prac- 
rder and general advertisers. 
News and Press. Circulation 
Smith & Thompson, Hust. Reps. 


Averaye weekly 








sally all mail-o 
tically ‘all mai 


St. Joseph, 
9906, $5,158. 
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St. Louis. Courier of Medicine, monthly, 
Actual average for 1905, 9.926. 


St. Louis. Interstate Grocer has three times 
more circulation than three other Missouri gro- 
cery paperscombined. Never less than 5.000. 

St. Louis, National Druggist. mo. monty R 
ecrone: Editor ana Publisher. Average for 1905 
8,041 (© ©). “astern office, 59 Maiden lane. 

8t. Loula. Nationa! Farmer and Stock Grower, 
monthly. Averuye for 1906, 104.200, 


MONTANA. 
Misesoula. Missoulian, every morning. Aver- 
age six mouths ending June 30, 196. daily 4,888, 
Sunday 6,400. 
NEBRASKA. 
Lincoln. Deutsch-Amerikan Farmer. weekly 
Averuge 1905, 147.082. 
Lineoin s Weeks Pree, weekly. ictual averag. 
for 1906, 150.7 si r 
Etnesto, | wien and News. 
1905, 27,092, 

Omaha, Farm Magazine, monthly. Average 
circulation year enting January, 1906, 40,2714, 
NEW HAMPSHIRE. 
Nashua, Telegravh. The only daily in city. 

Daily average year ending July, 1906,°4,858. 


NEW JERSEY 

Camden. Daily Soncter. Acturl average for 
year ending ber 31, 1905, 8.728 (%). 

Elizabeth. Journal. Av. 1904. 5,522: 
6.515; 1906.%7.347; D:cember, 1906, 7.910. 

Jersey City. Evening Journal. 4rerage for 
4906.28.015. Lzst three months 1906, 28,120. 

Newurk. Eve. News. Net dy. ar. for 1906, 
68.022 copies ; net dy. av. for av. for Dec., 1906, 65,108. 

Plainfield. Daily Press. Average+9’5, 2.874. 
first? months, 1906,2.968. It’s the leading paper. 

Fremton. Evening Times. Net Are. ’04. 14.- 
TTA; 05, 16.455; '06, 18,227: Dec. 6, 19.055 


NEW YORK. 


Albany. Evening Journal. Daily average for 
1905, 16.312. Irsthe he leading paper. 


Buffalo. Courier, morn, Av./905, Sunday 86,- 
TTA; daily 48.008; Enquirer, even.. 31.027. 


Buffalo. Evening News. Daily arerage 1904, 

S8.457: 1905 94.690. 
as: Recorder. 1905 phy R.8113 July, 
8.940, Best adv. medium in Hudson Valley, 
Averauye, 1904, 


Daily average 


1905, 


greed Leader, evening. 
6.235: 1905 6.595; 1906, 6,585. 


Glens Falls. Times. Est. 1878. Only ev’g paper. 
Average year ending March +1, 1906, 2,508. 

Granville. Sentinel, weekly. Actual arerage 
Sor 1905, 8.270. 

LeRoy. Gnzette, est: 1826. Av. 1906. 2.250. 
Largest wy.cir. Genesee. Orleans, Niagara Co.'s. 

Mount Vernon. Anges, evening. Actual daily 
average for 1906, 8.995 

Newburgh. News, daily. Ar. 06, 5.477. 3.000 
more than all other Newburgh papers combined. 


New York City. 


army & Navy Journal, Est. 1363. Actual weeily 
average for first 7 months. 1906. 9.626 (@@). 


—~ Daily Greek Ne Newspaper, 51 Vesey 
New York, established 1894 — C:rcul«tion, 
ieee, daily, net paid. 50,000 Greeks arrived 
in 1906—three direct steamships lines between 
Greece and Ut United States 


Automobile, heey Average for year ending 
a 1906, 14,615 (%). Satna 
s Review. monthly. W.K. Gregory Co., 
Mad, Actual arerage for 1905, 5.008. 
Benziger’s Magazine, family monthly. Ben- 
ziger Brothers. Arerage for 1905.44.166, pres- 
eut ctreulation,. 50.000, 
Clipper, weekly (Theatrical). Frank n 
Pub. Co., Ltd. Aver. for 1906, 1.228100. 
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El Comercio, mo. Spanish export. J. Shepherd 
Clark Co. Average for 1906, 8,542—sworn. 


Ice Cream Trade Journal, mo., 150 Nassau St 
Average for 1906, 2,100 copies, 

Jewish Morning Journal. Average for 1906, 
67.698. Only Jewish ish morning daily. 

Music Trade Review. music trade and art week- 
ly. Average Jor 1905, 5.841. 


Printers’ Ink, a journal for 
advertisers, published every 
Wednesday. Established 1888 
Actual weekly average for 
906, 11.708. 


Phe People’s Home Journal. 554.916 mo 
Good Literature, 452. pee monthly, average ctr- 
culations for 1906—all to paid-in-adrance sub- 
scribers. F. M. Lupton. iisher. 

The Tea and Coffee Trade Journal. Average 
erculation Jor year ray Sept., 1906, 6.4815 
September, 1906, issue. 6 


Theatre Magazine, ey 7 and music. 
actual average for 1905, 58,08 

The World. Actual arer. for se Morn,. 305,+ 

490, Evening, 871.706. Sunday, 411.074. 


Rochester, Case and Comment, mo., Law 
Av. for year 1905,80,000. Guarunteed 20,000. 

Seheneetady, Gazette. daily. A. N. Liecty. 
Actual average for 1904, 12.574; 195, 15.058. 


Syracuse, P tandard. Dy. cir. last 3 mos. 
80.380 copies. The home newspaper of Syracuse 
and the best medium for legitimate advertisers. 

Utlea. National Siocervenl Contractor, mo. 
Average Jor 195, 2.645. 


Utlea. Press. daily. — A. Meser, publisher. 
Average Jor 196. 14,84: 


NORTH CAROLINA. 


Coneord. Twice a-Week ye Actual aver- 


age for 1906, 2,455; 1905, 2,262 


Raleigh. giaidea cee inediien Av, 1903, 
8,872. Av. 194, 9.756. Av. for 1905, 10,206, 


Ralie™ _—. -_ Observer, N. C.’s at- 
est dail: verage 1905, 10.202, more 
than double that wey any other Raleigh daily, 41% 
greater than that of any other daily in the State. 


Raleigh, Times. North Carolina’s foremost 
afternoon paper. Actual daily average Jan. ist 
to Oct. sat, 1906, 6,551; weekly, 8,200. 


Winston-Salem leads all N.C. towns in manu 
faccuring ‘The 'win-City Daily Sentinel leads all 
Winston-Salem papers in circulation and advg. 


NORTH DAKOTA. 

Grand Forks, Herald n Ang. 1906, 
8. O19. North Dakota’s bgeest Daily aCoste 
& Maxwell, 140 Nassau St., N. St. Y. Representatives. 


Grand Forka, Normanden. Av. yr. 05, 7,201. 
Aver, for Jan., Feb., Mar. and Apr., 1906, 7,795. 


OHIO. 
Ashtabula, Amerikan Sanomat. 
Actual average for 1905, 10.766. 
Cleveland, Plain Dealer. Est. 1841. Actual 
daily average 1905, 77.899 (3); Sunday, 74.960 
; Dec., 1906, 69,943 datly; Sun., 87,561, 


Coshocton, Age, Daily ar, ist 6 mos. ’06,8.101; 
in city 10.000; factory pay-rolis $150,000 monthly. 
Dayton. Laborers’ Journal, mo. Circulates 
generally in U.S. and Canada; be. agate line, flat 
rate. Av. for 1906,12,.81¢ copies Sole exclu- 
sively Union Laborers’ pa ers’ paper published, 
pDayten,The Watchword. Illus. Young —" 's 
-aper. Av, 195,85.519. 15c. per agate line. 
Springfleld. Farm and Fireside, over 4 cen- 
tury k ing Nat. agricult’l paper. Cir.415,000. 
Springfleld. Womans Home Companion. 
June, 1906, circulation, See GOO; 115.000 above 
guarantee, Executive offices, N. Y. City. 
Y a. Vindi . Dy ar, 05, 12,910: 
Sy. 10,178: LaCoste « Maxwell. N.Y. & Chicago. 
Zanesville, ‘times-Recorder. Ar,’05, 10.564. 
Guaranteed. Leads all cthers combined by 50%. 


Finnish, 
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OKLAHOMA. 


Oklahoma City. Tue Oklahoman. 1905 aver, 
11,161; Nov., 1906,16,287. EH. Katz. Agent, N.Y, 


OREGON. 
Portland. Evening Telegram. Largest exclu- 
sive circulation of any newspaper in Grapes. 


Portland, Pacific Northwest, mo. 1905 arerage 
18,588. Leading farm paper in State, 
PENNSYLVANIA. 


Erie. Times, daily. Aver. for 1906, 17.110, 
Dec., 1906, 17.654. E. ee PAO» oe 


Harrisburg. Telegraph. Sworn a +» 18,0 
926. Largest paid circulat’n in Hb’ ry or bape bn 


“In 
Philadelphia 
nearly 
everybody 


reads 
e 


Bulletin.” 


NET AVERAGE FOR DECEMBER: 


226,988 


COPIES A DAY. 


THE BULLETIN’s circulation figures 
are net ; all damaged, unsold, free and 
returned copies have been omitted. 


WILLIAM L. McLEAN, Publisher. 
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Philadelphia. Confectioners’ Journal. mo. 
Av. 1904, 5.004; 1905, 5.470 (OO). 


Philadeiphia. Farm Journal. 
mooptaly. Wilmer Atkinson Com- 


in the "United States, 
“has oeen pronounced the one 
— best serves it. rhe yooh senened 


a 





ator the aoreultural popula- 

“tion, and as an effective and 

Mec oe ae bes com- 

unicat:ing them 

“through its navertising commns. ” ‘ ‘Unlike eny 

other paper.” 

Philadelphia, German Daily Gazette. ver. 

circulation, 1905, daily 51.508: Sunday <6.006. 
sworn statement. Circulation d00ks upen 


Philadel hia. The Merchants’ (uide, pub- 
lished weekly. “The paper that gets resuits.” 


Philadelphia. The Press is 
Philadelphia’s Great Home pemene 


paper. des the G 
tar, it has the Gold Marks and s 
cn the Roll of Honor—the t 
ost desirable distinctions for 
any newspaper. Sworn ves 
circulation uf the einer 
1906, 100,548; the Sunday Press, 137 
Philadelphia, Week Pain Phila. nel weekly. 
Circulation 5.000. James L. Waildin, publisher. 


Pitteburg, The Domed Presbyterian. Weekl 
circulation 7905, 21,860 <j 


Weat Chester. 
daily. W.H.H 


1905, 15.29%. 


oy vicinity. for tt tts jield 
aH ng news. hense is a home 
Chester County is second 
tn the ‘State im agricultural wealth. 
Williamapert. Grit. America’s Greatest 
Family Newspaper. Average 1#6, 280.180. 
Smith ¥, Thompson. Reps..New York and Chicago. 


v oot Dispatch and Daliy. Average for 1906, 


17.76 
RHODE ISLAND. 


Pawtueket. Evening Times. Aver. circulation 
a 1906, 17.11% (sworn). 


denee. Daily Journal. 17.628 «@O0), 
sua 20.888 OO). Evening Bulletin’? z. 788 
21905. Proviaence Journal Co.. pubs, 
yr env Real Estate Register; finance, 
b’ld g, etc.: 2,528; sub’s pay 24 of total city tax. 
Weateriy. San. Geo. H. Utter, pub. Aver. 996, 
4.627. Largest circulation in Southern R. 1. 


SOUTH CAROLINA. 


Okarieston. “vening Post. Actual dy. aver- 
age for 1906, 4.474. 


Coinmota, State, Actual aver- 
age for 1905, ety 9.587 copies; 
sem:-weekly, 2.625; Sunday, 1905, 
11,072, sctuai averag: jirst eight 
months 1906 daiiy 11,005 (OO); 
Sunday 11.978 (OO). 


TENNESSEE. 
Knoxville Journai and Trib- 
une. Daily areraye year ending 
31, 16.13.6922. Darly 
arer. last 3 mouths 1906, 15,247. 
One we _— papers m 
the . and only paper 
e+ awarded the Gasrinites 
The leader 1m news, circula- 
tion, influence a ade rertising patronage. 


Knoxville. Sentinel. Carries more advertis- 
ing in six days than 4 other Tennessee news- 
paper in seven. Write 

Memphis. Commercins Appeal. daily, Sunday, 

Average ; daily 38.918, Sunday 
5s. Nz. weeily, 80.855. ‘Smith ¢& Tlenpeon, 
Representatives, N. Y. & Chicagu. 


Local News, 


DDOINTITUE pcs 





PRINTERS’ INK. 


Mem 
enatng 


his, Times, Sun Circulatt 
‘february, 1906, wid. — 


Nashville. Banner, daily. Aver. for year 1903, 
8.77%; Jor 1904, 20.708; for 1905, $0,227, 


Aver, 195, 


Press. wo Press. Daily average for 
etty and State circeula- 
of American 





TEXAS. 
Beaumont, ean, Enterprise. Arerage 1905, 
5,487; present output over 10,000 guaranteed. 
E! Puso. Herald. «Av. Nov. ’06. 6,758; Mer 
chants’ canvass showed HERALD in 80¢ of El 
Paso homes, J.P. Smart, agt , N. Y. 
VERMONT. 
Barre. Times, aw. F. E. Langiey. 
8.527; 1906,4.11 
ot. 8.489. Large 
4 9. ay 
tion, 
Advertisers. 
owe” Argus. Actual daily average 
Rutland. Herald. Average 1904, 8,527. Av- 
erage 1905, 4.286. 
St. Albana, Messenger. daily. Actual average 
Sor 1905,3,051. Jan , 106 to Sept., 190’, 8.318. 
VIRGINIA. 
Danville, The Bee. Av. 196. 2.267. December, 
1906, 2,479. Largest cir’n. Only eve'g puper. 
Richmond. News Leader. Sworn dy. av. 1905, 
29.54%. Largest in Virginias and Carolinas. 
Winehester. Evg., Star covers tive ae re 
tion of the Shenandoah Valley. Ar.cir. 8.15 
WASHINGTON. 
Seattle, eget agg ge er (QO). 
rn ” 


UA 
ot * R 
TEED ‘Mark cireniation in Wash- 

PAID, of superior 
value and greatest BUYING POWER. 


Tacoma, Ledge rst six months 
4906, daily, "B.8t $s stodon't 21,111; wy. 9.642. 


Tacoma. News. Arerage first four months 
1906, 16,212; Saturday, 17,687. 


WEST VIRGINIA. 


Parkersburg. Sentinel. gaily. R. E. Hornor, 
pub. Average sor 195, 2.442 


Ronceverte. W.Va. News, wy, Wm. B. Blake 
& 8 n, pubs. ver. last six months 196, 2,208. 


WISCONSIN. 


Fa age Gazette. d’ly and s.-w’y. Cire’n— 
werage 1905, duily BI 149; 49: semi-weekly 8,055, 


Madison, State Journal, d. dy. ——” aver 
age 1905,3.482. Only afternoon pa 


Milwaukee. Evening Smeg 'Y. Av, 1905, 
26.648; arerage 1906, 28.480 (©©). 


Milwaukee. The Journal, uo re. 
4.805: Dec.. 

d daily siieon 

lwaukee Journal 

aaa e that of any other even- 

ing and more than is the paid 

circulation of any Milwaukee 
Sunday newspaper. 


Oshkosh, Northwestern. daiiy. 
1905, 27.658. Average for 1906, 3,09 


TWISCONSIN 
RICONTORIST 


Racine. Wis.. Eat. 1877. wy. 
Actual arerage for 1905,41,74%; 
average for 1996, 48,449. 
pi od enetation in Wisco 

n than any other r 
Sic an inch. iY Otc, or. 


Average for 
9. 





Ture 
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Sheboygan, |/nily Journal. Arerage 1905 
i; ane. Gay paper with telegraphic service. “ 


WYOMING. 


Cheyenne, Tribune. Actual dailu average net 
for 1905, 4.511; first six months, 1906, 5,079. 


BRITISH COLUMBIA. 


B aneouver. Province. daily, Arerage for 
10,161; Dec. 496, 11.408. H. DeClordue, 
v8 « Repr., Chicago and New York. 


Victorin. Colonist, daily. Colonist P.& P. 
Co. Arer, jer oe 4.356 (#); Joris, 4.5028. 
U. S. Rep., H. C. Fisher, New York. 


MANITOBA CAN. 


Winnipeg. Free Press, daily and weekly. Av 
erage for 16, daily. 84.559: duily Dec., 1906, 
86.826; wy. av. for mo. of Dec., 21.300. 


Winnipeg. Telecram. Duily a 


ver. December, 
21,787. Weekly average, 16.500. “Flat rate. 
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Winnipeg. Der Nordwesten, Canada’s Rep- 
resentative German New: Visits every 
German “~~ = Nye age he ada once a week 
Aver. for the 106. 1K.NTFs aver, 
last three pak eg reser” Rates i6c. per inch. 


NOVA SCOTIA, CAN. 
Malifux, Herald (QO ©) and Evening Mail. 
Circulation, 1905, 15.558. Flut rate. 


ONTARIO, CAN. 
Teronte. Cavadian Impiement and ventete 
Trade. monthly. Arerage for 195, 6.088 


PRL ney The News. Sworn arerage daily 
tion for six months endiny June 30, 1906, 
$s.403. Advertising rute 56c. per inch. Flat. 


QUEBEC, CAN. 
Montreni. La Presse. La Presse Pub. Co 
Lta., publishers. 1ctual average 1904, datly 
80,259 ; 1905, 96,771; weekly, 48,207. 
Montreal. ey dy ge Graham &Co. Av, 
for 194, dy, 56.795, wy. 125.240, Av. for 1906 
dy. 58,125; wy. isecer. 





(©©) corp MARK PAPERS @@ 





Out of a grand total of 23,461 publications listed in the 1906 issue of Rowell’s American Newspa- 
r Directory. one hundred and fourteen are distinguished from all the others by the so-called gold 


per 
marks (© @). 





WASHINGTON, D. c. 


THE EVENING AND SUNDAY STAR (@@). 
Reaches 90¢ of the Washington homes. 


GEORGIA. 
ATLANTA CONSTITUTION. Aver. 16, Daily 
88,590 (OO). Sunday 44,731. Wy,'04, 107,925. 
AUGUSTA CHRONICLE (@@). Only morning 
paper; 1905 average 6.043, 
ILLINOIS. 
GRAIN DEALERS’ JOU!NAL ( 
prints more cias’fi'd ade than all ot 
THE INLAND PRINTER, tonne, (0 ©). 
ual average circulation for 1! for 1905, 15,866. 


BAKERS’ HE. PLI@ @),< o.6 hicago. only “Gold 
Mark” baxing journal Oldest, lurgest. best 
known. Subscribers in every State and ve 

TRIBUNE (© ©). Only paper in Chica 
ceiving this mark. because TRIBUNK ads 
satisfactory results. 

KENTUCK Y. 

LOUISVILLE COURIER-JONRNAL (© ©). 

Best paper in city ; read by vest people. 
MASSACHUSETTS 
Boston, Am. Wool and Cotton Renerue, Rec- 


oan ized organ of the cotton and woolen indus- 
es of America (© ©). 

BOSTON KVENING TRANSCRIPT (@O). estab- 
lished 1830. The only gold mark daiiy in Boston. 


TEXTILE WORLD RECORD (6), Boston. "The 
medium through which to reach textile mills 
using 1,885,000 horse power. 

WORCESTER L’OPINION PUBLIQUE a ©) is 
the leading French daily of New England 


MINNESOTA, 


NORTHWESTERN MILLER 


) Minnea ~ M year. Covere 
Sf ing and ‘t aa “1% over tthe world. The 
only “Gold Mark” oniiiinge journa! (@O). 


NEW YORK. 


BROOKLYN EAGLE (@O) is THE advertising 
medium of Brooklyn. 


hicago, 
oe Ps its line. 
Act- 


NEW YORK TIMES (OO). Larges Bi bigh- class 
‘irculation. Daily city sales over 110.000 


THE POST EXPRESS (©©). Rochortes. N. 
Sest advertusing medium in this section 


ENGINEERING NEWS ( ).—Most_ reliable 
and ably edited.—Témes. Chattanooga, Tenn. 


ARMY AND NAVY JOURNAL (©©). First in 
its class in circulation, infiue influence and prestige. 


SOtRNEIFED AMERICAN ( 12 ©) has the largest 
any per in te world, 


VOGUE a the Sieiiepaeenble weekly, aver- 
ages more vdvertising than other public.tions, 


ELECTRICAI. REVIEW ‘© ©) covers the field. 
Read «nd studied vy thousands. Oldest, ablest 
electrical weekly. 


HARDWARE DEALERS’ MAGAZINE. 
In 1906, average issue, 
D. T. MALLETT, Pub.. 253 K 


STREET RAILWAY JOURNAL (@0). The 
stangard authority the world over on street and 
interurban railroading. Average weekly circu- 
lation during 1905 was 8,160 copies. 


NEW YORK HERALD (@©). Whoever men- 
tions America’s leading newspapers mentions 
the New York HERALD first. 


CENTURY MAGAZINE ( (¢ ©). There area few 
poems in every community who know more 

han all the others. ‘hese people read the 
CENTURY MAGAZINE. 


NEW YORK TRIBUNE (© ©). daily and Sun- 
day. Established 1841. A conservative, clean 
and up-to-date newspaper, whose readers repre- 
gent inteidect and purchasing power toa bigh- 
grade advertiser 


apt eg | WORLD (6 LD (0). Established 1874, 
The great international weekly. Circulation 
audited. verified and certified by the Association 
of American Advertisers, Avene weekly cir- 
culation first six months of 1906 was 18,865. 





) 
way, N. Y. 


CINCINNATI shigiinn (@0). 
— Bn fame. vertising 
medium 4 rosperous Middle West. “Rates = 


ea = 





n pi 
information cuppaied by Beckwith, N.Y.-Chicago. 





PENNSYLVANIA. 


CARRIAGE NOTELE ® 9». fate. Technical 
journal; 40 years; leading vel vehicle magazine, 


THE PRESS (© ©) is Pt is Philadelphia’s Great 
ome Newspaper. it 1s on tae Roll of Honor and 
has the Guarantee Star and the Gold Marks—the 
three most desirable distinctions for any news- 
per. Sworn circulation of The Vaily Press, 
00,548; The Sunday Press, 1 137,863, 


THE PITTSBURG 
© DISPATCH ‘ee 


The newspaper that judicious advertisers 
always select first to cover the rich. 
ductive. Pittsburg fieid. 
morning paper assuring @ prestige most 
profitabie to advertisers. Largest home 
delivered circwation in Greater Pittsburg. 
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RHODE ISLAND. 

PROVIDENCE JOURNAL (QO), a conservative 
enterprising newspaper without a single rival. 

SOUTH CAROLINA. 

tHE STATE (QO), Columbia, 8. C. Highest 

quality, large-t circulation in South Carolina. 
VIRGINIA. 

THE NORFOLK LANUMARK (©©) is the 

home paper of Norfolk, Va. That speaks volumes. 
WASHINGTON. 

THE POST INTELL iesalee a Se. Only 
morning paper in Seattle n State. A 
paper read and respected by a ele. 

WISCONSIN. 

THE MIL\VAUKEE EVENING WISCONSIN 
(OO), the only gold mark daily in Wisconsin. 
Less than one thousand of its readers take any 
other Milwaukee afternoon newspaper. 

CANADA. 


THE HALIFAX HERALD (© ©) and the EVEN- 
ING MAIL, Circulation 15.558, flat rate. 





THE WANT-AD MEDIUMS 


A Large Volume of Want Business is a Popular Vote for the 
Newspaper in Which It Appears. 











Advertisements under this 


heading are only desired from 


papers of the requisite grade and class, 





OVULORADYO, 
Te Denver Post, Sunday edition. January 
20, 1907, contained 5, 395 different classified ads, 
a total of 118.7 columns. The PosT is the 
Want medium of the Rocky Mountain region. 
The rate for Wantadvertising in the Post is 5c. 
per line each insertion, seven words toche line. 


CONNECTICCT. 
ERLDEN, Conn.. MORNING RECORD; old es 
IVE ‘tablished family newspaper; covers field 
60,000 high-class pop.; leading Want Ad paper. 
Classitiea rate, cent a word; 7 times.5 cents a 
word. Agents Wanted, half a cent a word, 


DISTRICT OF COLUMBIA, 
MRE EVENING and SunpDayY STAR. Washington. 
D. ©. ¢ carries DOUBLE the number of 
Want Abs of any other paper. Rate lc. a word. 


GEORGIA, 
LASSIFIED advertisements in the PRsss, of 
Savannah, Ga., cost one cent a word—three 
Insertions for price of two—six insertions for 
price of three. 


ILLINOIS. 
Ts. DAILY NEWS is Chicago’s “Want ad” 
Directory. 


_ Champaign NEws is the leading Want ad 
medium of Ventral Eastern llinois. 


4 TRIBUNE publishes more classified ad- 
vertising than any other Chicago newspaper. 


INDIANA. 
fN\HE INDIANAPOLIS NEWS prints every day 
every week, every month and every year. 
re paid classified (want) ahverteereen than 
papers combined. The 
vain as 315.300. an 
verag 000 e day, which is 126,929 
more than all ‘the other is ianapolis papers had. 


91 2 14 COLUMNS—232,635 LINES—of Want 
¥% Advertising @ GALNED by the Inpran- 

APOLIS STAR a lass six and a half 

months. A reaker in bortce a 

Possible because the STAR exceeds an 

Indiana by over 13,000 circulation, and’ is read b: 

more than 400,000 peopie daily. Rates, 6c. per ling, 





“PP ERRE HAUTE TRIBUNE. Se ate 82 per 
cent of the homes of Terre Hau 


INDIAN TERRITORY. 
RDMOREITE, Ardmore, Ind.Ter. Sworn cir- 
culation second in State. Popular rates. 


IOWA. 

a. Des Popes REGISTER AND LEADER; pn) 
morn paper; carries more ‘‘want” a 
vertising than any other !owa newspaper. One 

cent a word. 


i Ia HE Des Moines Capita guarantees the lar- 
gest city gpd the largest total cfoeieemon 

in lowa. ‘The Want give 

turns always. ‘The rate is 1 cent a word; by. the 

month’$1 per line. It is published six evenings 

a week; Saturday the big day. 





KANSAS, 
bgt eyo TO REASON, Girard, Kan; over 
< 300,000 weekly guaranteed; 10 cents a word. 


TS Topeka CaPITAL Waning. past ten months 
395 paid ** 10,637 more than 


printed 7 
all other Topeka — papers ya. £ 5c. line. 


Only Sunday paper. , Largest circulation. 


MAINE. AINE, 
HK EVENING ExpREss carries more Want ade 
than all other Portiand dailies compined. 


MARYLAND. 
ae Baltimore News carries more Want Ads 
than any other Baltimore daily. it is the 
recognized Want Ad medium ot Baltimore. 


MASSACHUSETTS, 

par Boston EVENING TRANSCRIPT is the lead- 
ing educational medium in New England. 

It prints more advertisements of schools and in- 

structors than all other Boston dailies combined. 
30 WORDS, 5 days, for 25 cents. 

DAILY ENTERPRISR, Brock- 
ton, Mass., carries solid page 
Want ads. Circulation exceeds 

10,000. Try this paper. 





PRINTERS’ INK. 


He te Ye We We We 


PaE BOSTON GLOBE, daily and Sunday, for 
the year 1906, printed a total of 444,75; paid 
“want” ads. There was a gain of 17,530 over the 

year 1905, and was 201,569 more Le Rael other 

Boston paper carried for the year 1906. 


llet-2- 0.8. 


MI NNER! NESOTA 
I MINNEAPOLIS eg de is s the recognized 
Want ad di 





i ie Minneapolis Daily and Sunday JoURNAL 
carries more classified Benveran ree than any 
other Minneapolis newspa ree Wants 
and no Clairvoyant nor objectionable medical 
advertisements printed. Classified Wants printed 
in December, 119,406 lines. Individual advertise- 
ments, 17,572. 
CIR@’LAT’N pe MinnrAPOLIS TRIBUNE is 
the oldest Minneapolis daily 
and has over 100,000 sub-cribers. 
It publishes over 80 columns of 
Want advertisementsevery week 
at full — (average of two 
pages a day); no free ads; price 
overs both morning and even- 
by Am. News- ing issues. Rate, 10 cents per 
paper Di'tory line, Daily or Sunzay. 


MISSOURL. 


vps Joplin GLoBe carries more Want ads 

than all other papers in Southwest Missouri 
combined, because it gives resuits. One centa 
word, Minimum, lic. 


MONTANA. 


Ned Anaconda STANDAED is Montana’s great 
* Want-Ad”? medium; ic.a word. Average 
circulation (1905), 11,144; Sundar, 13,888 


NEBRASKA. 

] INCOLN JOURNAL AND NEWS. Daily aver- 
4 age 1905, 27,092, guaranveed, Cent a word. 
NEW JERSEY. 

Ts NEWARK EVENING NEws is the recognized 

Want-ad Medium of New Jersey. 


EWARK, N. J, FREIE ZEITUNG (Daily and 
4 Sunday) reaches bulk of city’s 100,000 Ger- 
mans, One cent per word ; 8 cents per month. 


NEW YORK. 


"NY, H® EAGLE has no rivals in Brooklyn’s 
classified business. 


Ateant EVENING JOURNAL. Fastern N. 
best paper for Wants ana classified ads. 


Y.’s 


pA ARGUS. Mount Vernon, N.Y. Great- 
est Want ad medium in V Westchester County. 


Nin prosper DAILY NEWS. recognized lead 
in prosperous Hudson Valley. Cireciation, 


Ruri NEWS with over 95,000 circulation, 
isthe only Want Medium in "Buffalo and the 

«+ Want Medium in the State, outside of 
ork City. 


RINTERS’ INK, published weekly, The rec- 


stron; 
New 


ognized and leaging \\antad medium for 
want ad a. — — —s. eorex tis 
ing novelti rinting pewritten circulars. 
rater ccampe. office tlevices. adwriting, half 
tone making, and practically anything whicn 
interests and appee. 8 to advertisers and busi- 
ness men. Classified advertisements. 20 cents 
a line per issue flat ; six words Co a line, 


WATERTOWN DatLy STANDARD. Guara- 
teed daily average 1906, 7,000. Cent awora. 


Omi. 
OUNGSTOWN VinpicaTor—Leading “Want” 
medium, 1c. per word. Largest circulation. 


OKLAHOMA. 
HE OKLAHOMAN, Ot:la. City, 16.287. Publishes 
more Wants than any four Vkla.competitors. 





a3 
PENNSYLVANIA. 


pus Chester, Pa., TIMES carries from two to 
five times more classified ads than any 
Other paper. Greatest circulation. 


Why Don’t You Put it in 
, an Philadelphia ‘‘ Bulletin ?’’ 
Want Ads in THE aoe — 
prompt returns, t Ph 


nearly everybody reads ime "BULLETIN. 
Net paid average circulation for Dec. , 1906 : 


226,988 copies per day. 


(See Roll of Honor column.) 

















Lorp & THomas. says: 


“The Philadelphia GERMAN 
GAZETTE’S Sunday edition 
lately brought one of our advertisers 
sixty-four replies from one insertion 
of a $6.00 ‘ad,’ when but half as 
many were received from four English 
Sunday papers in the same city ata 
cost of $30.00.”’ 


Write for rates. 
*There’s a Reason.” 


RHODE ISLAND. 
ae EVENING BULLETIN—By far the largest cir- 
culation and the best Want medium in R. I. 


SOUTH CAROLINA. 
Ne — NEWS AND COURIER (©O), Charleston, 
8.C. Great Southern Want ad medium; le. 
a word; minimum rate ate Bc. 


CANADA ADA. 


i HE DaiLy TELVGRAPH, St. Jobn, N. B., is the 
Want ad 11edium ot the maritime provinces. 
Largest circulation and most up to-date paper of 
Eastean Canada, Want ads one cent a word. 

Minimum cnarge 25 cents. 


A PRESSE, Montreal. Largest daily circula- 
tion in Canaca witnout exception. (Daily 
95.825. Saturdays 113,892—sworn to.) Carries more 
wantadsthanany French newspaper in the world 


THE Columbia 81 STATE (OO) carries 
more Want ads than any other 
South Carolina PE ae BEM SPRTET. 


k Ny HE Montreal DAILY STAR carries more Want 

advertisemerts than ail other Moncreal 
dailies combinea. The FamILy HERALD AND 
WEEKLY STAR carries more Want advertisements 
than any other weekly paper in Canada. 


T ia grant bee FReE PRESS carries more 

ant” advertisements than ary cther 
daily form in Canada and more advertise:nents 
of this nuture than are contained inal) the other 
daily papers published in Western Canada 
combined, Moreover, the FREK PRESS carries a 
larger volume of general advertising than any 
other daily paper in the Dominion. 


or 


GETTING DOWN TO BOTTOM. 


In prohibiting railroad passes to pub- 
lishers in exchange for adveftising 
space, the Interstate Commerce Com- 
mission may be drawing a pretty fine 
line, but there is little doubt that they 
have really conferred a favor upon 
both the trade press and the railroads, 
Is it not better after all to deal both 
ways for cash and to consider each 
purchase of space or of tickets on its 
own merits?—Selling Magazine, 
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A JOURNAL FOR ADVERTISERS, 


THE PRINTERS INK PUBLISHING 
COMPANY, Publishers. 


Issued every Wednesday. Subscription 
two dollars a year, one dollar for six 
of five dollars four paid 
ions, sent in at — time, will be = 
-— =? oy gous each and a larger num 
Five cents a copy. Three 
dollars a a bundred. a. printed from stereo- 
type plates, itis al 


eeible to supply back 
a if wanted iI in loi 


f 500 or more, but in 
“= — cases th > chaape © will be five doliars a 


——— is 
Advertisements 20 cents a lin 1 measu 
15 lines to ie pine ( 


re. 
1); 200 Base’ tothe page ($40). 
m selected by a 


st copy is repeated 
nd one week 


‘ontracts by y 
be discontinued at the pleasure of the advertiser, 
and space used paid for rata. 

Two lines smallest advertisement taken. Six 
words make a line. 
TEverything appearing as reading matter is in- 


ree, 
All advertisements must be handed in one 
week in advance. 


OFFICE: NO. 10 SPRUCE ST. 
Telephone 4779 Beekman. 
London Agent, F. W. Sears, 50-52 Ludgate Hill, £.C 








New York, January 30, 1907. 








THE best device to impress an 
advertisement upon the popular 
memory is the article’s trademark. 
And to be most productive ad- 
vertising must be of a kind that 
is remembered. 


AN advertisement may be typo- 
graphically so ingenious that the 
reader’s attention is entirely ab- 
sorbed by its mechanical features, 
to the exclusion of the informa- 
tion it contains. 


It takes more skill to use small 
words right than to use big 
words, because the small words 
have got to mean something. But 
rightly used they are more easily 
understood and make deeper im- 
pressions. 


New York is about to contract 
for the building and leasing of 
several new subways. In a speci- 
men contract drawn up for ap- 
proval the placing of advertise- 
ments at stations is prohibited, 
and the effect of the document 
will probably be to exclude ad- 
vertising even from the cars. 
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WHEN a business man without 
an intimate knowledge of adver- 
tising takes space in papers or 
magazines, and conducts his own 
campaign, he sometimes develops 
an entirely original style of adver- 
tising, eminently suited to his 
business, 


Do not follow any advice about 
advertising that is not in accord 
with your own experience and 
judgment. Listen to all advice 
that may be offered; but remember 
that the true office of advice is 
to aid you in thinking for your- 
self, not to take away the neces- 
sity for doing so. 

THE exceptions are so very few, 
that the rule is _ indisputably 
proved which states that the pub- 
lisher who is willing to show how 
many copies he prints, prints so 
many copies that he is not un- 
willing to tell it. A newspaper 
publisher, after all, is human, and 
pretty generally he is _proud of 
the quantity of his output, if it is 
worth being proud of. 
AScandat “4 “novelty in a 

recent issue of 
Sale. the Evening Tele- 
gram, Portland, Ore., was the ad- 
vertisement of a “scandal sale,” 
according to the New York Trade 
Record. R. L._ Hollingshead, 
senior member of the firm of 
Hollingshead & Caldwell, adver- 
tised a ten-day sale of men’s 
clothing at any old price so that 
he could close out his business and 
catch the next steamer for the 
Orient. Mr. Hollingshead’s young 
wife and young partner, it ap- 
pears, eloped and came East, fol- 
lowed by himself. He shows 
various photos of the pursuit in 
his ad. Failing to catch them 
before they returned to the Pa- 
cific Coast and took steamer for 
Japan, he thereupon advertised a 
sensational “scandal sale,” giving 
the whole story, swearing that he 
would close out business, overtake 
the couple and have vengeance. 
The Trade Record believes that 
this absolutely puts all sensational 
clothing advertising in the shade, 
of whatever character, and for all 
time. 
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For the first time in its history 
the London Times is represented 
by a news bureau at Washington, 
in charge of Robert P. Porter. 


Tue London Daily Mail has 
established a Sunday issue in 
Paris, after an unsuccessful at- 
tempt to publish one at home, in 
London. The Continental Sun- 
day, it is thought, gives a better 
opportunity for a Sunday paper 
in France. 


A CLEVER advertising novelty 
sent out lately from the F.° 
Kline agency, Buffalo, was a typi- 
cal pay envelope containing a 
couple of aluminum tokens that 
jingled like money. These tokens 
are pocket pieces, and bear an ad 
for the agency. 


Joun Le Bovutituier, for many 
years senior member of the New 
York dry goods house of Le 
Boutillier Bros., in West 23d st., 
died at his home of pneumonia 
January 15. Mr. Le Boutillier 
was sixty-one years old, and had 


been out of the business for some 
time. 


THE Chicago Tribune held its 
eighteenth annual dinner for em- 
ployees on New Year’s afternoon, 
550 persons attending. Short 
talks were made by Medill Mc- 
Cormick, publisher; James Keeley, 
managing editor, and B. F. Sim- 
mons, father of the Tribune 
chapel. 


THE Daily Journal, of Portland, 
Ore., issues a booklet with facts 
about that paper and its city, 
among the latter being a table 
showing the comparative growth 
of thirty cities. Portland ledds 
the whole country in building, 
proportionate to its population, 
for the gain there last year was 
309 per cent. The next nearest 
city is Tacoma, with 111 per cent. 
How great these figures are is 
shown in the fact that New 
York’s building only grew one 
per cent, Chicago’s 64, Philadel- 
phia’s 11. Some cities show a de- 
crease. 
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Tue Philadelphia North Amer- 
ican has been elected to member- 
ship in the American Newspaper 
Publishers’ Association. 


EmIL CALMAN, formerly assistant 
manager of the Chicago office of the 
Publishers’ Commercial Union, has 
succeeded Arthur Koppell as New 
York manager. 


ARTHUR KopPPELL, formerly mana- 
ger of the New York office of the 
Publishers’ Commercial Union, is now 
in charge of the United Publishers’ 
Association, which will be conducted 
for the same purpose as the Commer- 
cial Union. Mr. Koppell retains his 
office in the Temple Court Building. 


The chief merit 
All-Year of the humble 
Ads. calendar as an 
advertising device is that it is 
useful and stays on the job a 
whole year. Occasionally adver- 
tisers try to embody this merit 
in something else. The Wana- 
maker store, in New York, for 
instance, has made up a “Wana- 
maker Diary” for 1907 which sells 
at the nominal price of five cents. 
It is a cloth-bound book of handy 
diary size, with 450 pages of blank 
paper for notes, day by day, and 
much miscellaneous information 
about New York City, cooking, 
health, etc. There is a large map 
of New York in the back, and 
also much advertising of manu- 
facturers who sell Wanamaker’s 
goods. This last doubtless pays 
for the book. It is cheap at a 
nickel, and whoever buys one will 
probably keep it a full year. From 
Springfield, Tenn., comes an al- 
manac by Richard A. Davis, of 
that town, for distribution by 
local merchants, and contains the 
advertisements of about thirty of 
them. This idea of having the 
patent medicine almanac advertise 
home industries is distinctly good, 
and to carry the home shopping 
virus among farmers the com- 
piler has included some hot stuff 
about the delusions and snares of 
the catalogue houses. Catalogue 
houses may not be a delusion or 
a snare, but this hot stuff asserts 
they are. 
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Tue Milwaukee Journal is now 
represented in the East by James 
F. Antisdel, of the Clover Leaf 
List. 


Tue J. H. Woods: Advertising 
Agency, Limited, Toronto, Can- 
ada, has been’ succeeded by 
Woods-Norris, Limited. 


Conpe Nast has been appoint- 
ed. business manager of Collier’s, 
leaving his old place as advertis- 
ing manager, which he had held 
eight years, to Chas. S. Hallowell, 


THE following magazine ac- 
counts have recently been secured 
by Morris & Wales of Philadel- 
phia: Smith, Kline & French 
Company, Laubach Hosiery Mills, 
Eskay’s Food and “Nomend” 
Stockings, 


GrorcE W. HeErpert has re- 
signed his position of Chicago 
representative of the Dakota 
Farmer. In the future the busi- 
ness of the paper in the Chicago 
territory will be handled directly 
from the home office at Aberdeen, 
South Dakota. 


W. E. Prickett, for five years 
managing editor of the WNorth- 
western Miller and more recently 
editor and manager of the north- 
west section of Ridgway’s at 
Minneapolis, is now in charge of 
general publicity and news-stand 
sales for Success Magazine. 


Tue Maine Daily Publishers’ 
Association, at its recent annual 
meeting at Augusta, that State, 
elected the following officers: 
President, Mr. Towle, Bangor 
News; vice-president, Mr. Flint, 
Kennebec Journal; treasurer, Mr. 
Wish, Portland Argus; secretary, 
Mr. Dow, Portland Express. 


THE sales receipts of the Pil- 
grim, Detroit, Michigan, for De- 
cember, 1906, show a gain of 300 
per cent over December, 1905. It 
has just taken under its editorial 
wing the order of Knights of 
King Arthur, an organization of 
boys from 12 to 18 years of age, 
numbering several thousand mem- 
bers. 


Goop use has been made by thie 
Oppenheimer Institute of Collier's 
retraction of statements bearing 
on its professional standing and 
integrity. These statements were 
made in the course of the patent 
medicine crusade, artd were re- 
tracted in Collier’s January 5. By 
quick work the retraction was in. 
serted in the February magazines, 
out a week or two later. 


THOMAS & OPPENHEIMER 
charge that the Starke Advertis- 
ing Agency, formerly owned by 
M. Lee Starke, is insolvent, and 
have brought a petition against 
it in bankruptcy. It is alleged 
that some accounts .have been 
transferred to an unknown cred- 
itor. Thomas D. Hewitt has been 
appointed _ receiver. Estimated 
assets $15,500, chiefly in outstand- 
ing accounts. Smith & Thomp- 
son, Paul Bloch and the Hand, 
Knox & Cone Co. are creditors, 
with claims aggregating $500. 

News. comes from 

Buys Out Chicago that Geo. 

Boyce. H. Currier has 
acquired complete control of the 
Currier-Boyce Company, _ that 
city, publishing the Woman's 
World and Homefolks, which are 
credited with a combined month- 
ly circulation of 1,750,000 copies. 
Mr. Currier takes over the inter- 
est in the business of W. D. 
Boyce and Wm. D._ Hunter. 
There will be no change in name. 
Mr. Currier is still a very young 
man, and his rise in the publish- 
ing field has been phenomenal. 


A NEw quarterly, the Journal 
of American History, has ‘appear- 
ed at New Haven, dated January 
to March. It is published by the 
Associated Publishers of Ameri- 
can Records, and the first issue 
is a large book of 200 pages, con- 
taining a great mass of historical 
material. It sells at fifty cents a 
copy, and the presswork and 
typographical arrangement are 
very creditable to the Dorman 
Lithographing Co., though the 
permanent nature of such a pub- 
lication would seem to demand 


less use of perishable high-glaze 


paper. 
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A REVISED edition of McKit- 
trick’s directory of advertisers 
gives the names and addresses of 
over 10,000 concerns throughout 
the United States, together with 
names of their advertising mana- 
gers and agencies that place their 
business. Data has. been care- 
fully tested for accuracy, and at- 
tention given to the class of me- 
diums used by each advertiser. 
The book is published by the Ad- 
vertisers’ Directory Association, 
108 Fulton street, New York. 


CHARLES H. Boynton, General 
Superintendent of the Eastern Di- 
vision of the Associated Press has 
resigned to become manager of a 
banking and brokerage firm in 
New York. Charles T. Thomp- 
son, chief of the Associated 
Press’s London bureau, has been 
recalled to this country to assume 
the superintendency of the East- 
ern Division. Pending his ar- 
rival, J. R. Kennedy will assume 
Mr. Boynton’s duties. Charles E. 
Kloeber has been appointed news 
editor in the New York office. 
Robert M. Collins will supersede 
Mr. Thompson in charge of the 
London office. 
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Up-to-Date Farming, of In- 
dianapolis, has appointed as, its 
western representative George B. 
Briggs, who will give his entire 
time to this publication, 


A NEW morning paper, the 
Daily American, has pat at 
Birmingham, Ala. . Ryall is 


general manager, John R. Horn- 
aday editor, and Harry 
loff advertising manager, 


W. Rub- 


Minor’s An experiment 
of great interest, 

Savings. made by the 
Building and Loan Association of 
Corning, N. Y., to attract sav- 
ings accounts of boys and girls, 
has proved successful after a year. 
In a present membership of 522 
juvenile accounts, 217 belong to 
girls and 305 to boys. Nearly 
$9,000 is on deposit in this de- 
partment, and withdrawals have 
been few and small. This is con- 
sidered a splendid showing, as 
Corning has only 13,000 popula- 
tion. The association’s experience 
confirms that of the building and 
loan society at East Rutherford, 
N. J., which was first in the coun- 
try to establish a juvenile annex. 





SUPPER GIVEN TO AUTOMOBILE MANUFACTURERS AND SALES MANAGERS AT THE HOTEL 
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W. F. Hamsiin & Co. have se- 
cured the advertising account of 
the German-American Coffee 
Company. 

In Utica, N. Y., it is true to- 
day, as it has been for a number 
of years past, that the Press is 
the most influential paper, and 
gives advertisers the best results. 
The Press is a morning paper. 


Harry L. WaAsHBURN, New 
York representative of Cushman’s 
Six, and son of Frank B. Wash- 
burn, manager of the New York 
office of the Nelson Chesman 
agency, was married January 16 
at Orange, N. J., to Miss Agnes 
L. Bridges. The couple will 
make their home in New York 
after their return from a tour of 
the South. 

THE present rate of the new 
Woman’s National Daily, St. 
Louis, is in the form of a bar- 
gain in space—1,000,000 circula- 
tion for $1.50 an agate line. This 
includes six insertions of the same 
ad, and makes it possible for the 
advertiser to reach 1,000 sub- 
scribers, or 5,000 readers (esti- 
mated) with an inch ad for two 
cents. 

At the winter 
tournament of 
the American 
Golf Association of Advertising 
Interests, held January 14-16 at 
Pinehurst, N. C., there was a 
large attendance of players. The 
winners were: 
First division 


At Pinehurst. 


trophy—C. W. 
Royce, Arlington, N. J. First division 
consolation—Albert B. Ashforth, New 
York. Second division trophy—E. W. 
Alexander, Detroit. Second division 
consolation—Geo. N. Morgan, _Pitts- 
burg. Third division trophy. Lt, B. 
Shea, Pittsburg. Third division con- 
solation—B. E. Holmes, New York. 
Fourth division trophy—F. A. Hays, 
Philadelphia. Fourth division consola- 
tion—J. H. Fahy, Boston. Fifth di- 
vision trophy—W. R. Hotchkin, Mont- 
clair, N. J. Fifth division consolation 
—S. Keith Evans, New York. Sixth 
yaa tro hy—T, W. Weeks, Corn- 
wall, N y. Sixth division consola- 
tion — Otto Koenig, New York. 
Eighteen-hole medal play handicap— 
First, T. E. Bancroft, New York; sec- 
ond, W. M. Sanford, New York; third, 
} . Hall, Pittsburg; fourm, W. I 
fodd, London. 
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Tue O’Neill-Adams Company, 
operating two New York depart- 
ment stores, has bought the en. 
tire stock of Chapman & Co., the 


well known Brooklyn department 
store, which recently announced 
its intention of moving to Man- 
hattan, The O’Neill-Adams Com- 
pany are closing the whole lot in 
a gigantic bargain sale, 


A Dead Connecticut tried 
some years ago 

Law. to protect inves- 
tors in that State from fraudulent 
schemes, passing a law that for- 
bids oil and mining companies 
from entering their shares for 
sale in the State without first sub- 
mitting to the authorities a de- 
tailed financial statement. The 
number of statements filed has 
been small—Connecticut people 
seem to buy their worthless se- 
curities by mail in New York. 
Those statements filed, however, 
show some queer properties ac- 
cording to the Boston Transcript: 


They deal in millions with delightful 
abandon. In some cases seven or eight 
figures are required to describe the 
financial operations of the corporations. 
The total amount of capital stock 
which these companies nominally rep- 
resent would fascinate the imagination 
of ‘an opium-éater. “ The average _vol- 
ume of authorized capitalization of the 
first fifty companies that filed certifi- 
cates was approximately $2,400,000. 
The figures range all the way from 
$25,000,000, ‘which represents the capi- 
tal stock of a mining corporation, to 
$25,000 in the case of a modest oil 
company. All but a small fraction of 
the corporations report that they have 
not yet paid any dividends. n ex- 
amination of the returns cannot fail 
to impress anybody with the smallness 
of the ratio of dividend disbursements 
to the volume of capitalization. One 
concern, which was incorporated un- 
der the laws of Arizona, says that up 
to*the time of filing its statement it had 
sold 27,466 shares of capital stock for 
cash and that it received $780 for 
them. Another Paani ney makes 4 
better showing, from its sale of 
30,534 shares of oak it took in $2,290 
in cash. Shares having a par value of 
$877,180 were disposed of by another 
company for $30,441 in cash. A Ken- 
tucky oil company, which is authorized 
to issue capital stock in the sum of 
$50,000, reports that it has sold three 
shares for $30, that it has acquired no 
real estate and that the present valuc 
of the property is the $30 which it de- 
rived from the stock transaction. One 
defect in the law is that it provides 
for only ." single statement from 4 
company. No subsequent return, dis 
closing the changed financial condition 
of the concern, is called for. 
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GAS ADVERTISING. 


In October, 1906, there was 
held at Chicago the first meeting 
of the American Gas Institute, a 
national organization having for 
its object the betterment ot the 
gas industry of the country. One 
of the results of this meeting has 
now appeared in the form of an 
octavo volume, of 300 pages, en- 
titled “New Business Methods,” 
containing chapters on Newspaper 
Advertising, Mail and Miscellan- 
eous Advertising, ‘Demonstra- 
tions, Salesroom Methods, | etc., 
the whole being supplemented by 
a section reproducing examples 
of gas advertising from all parts 
of the country. The book is 
edited by George Williams and 
bears the imprint of the Cantwell 
Printing Company, Madison, Wis- 
consin. ‘lhe formation of a 
national organization and_ the 
publication of a volume so help- 
ful as the present one is certain 
to testify to the enterprise of the 
gas men of this generation, an 
enterprise that was lacking until 
the increasing use of electricity 
for light and power made it clear 
that the gas industry was doomed 
unless new means could be de- 
vised to meet the new conditions. 
That such means have been de- 
vised is evident to even the casual 
reader of this volume “New Busi- 
ness Methods.” Far from being 
injured by electrical competition 
the gas men have been benefited 
by it, and now conscious of their 
own strength and working all to- 
gether, through the medium of 
their newly-formed national or- 
ganization, they are preparing to 
carry the war into the enemy’s 
country. <A significant indication 
of what a wide-awake gas com- 
pany can do is found in the state- 
ment made by the Boston Con- 
solidated Gas Company, that the 
Boston Herald has been induced 
to discontinue its Edison service 
and install gas not only for light 
but for power to drive its presses, 

In the renaissance of the gas 
industry advertising has played 
an important part, and it would 
seem, judging from —_—— 
of opinion given in “New Busi- 
ness Methods,” that it is destined 











PRINTERS’ INE. 29 


to be more freely employed in the 
future than at present. The gas 
men are almost unanimous in de- 
claring that the most potent fac- 
tors in securing new business are 
newspaper advertising (supple- 
mented by follow-up letters and 
circulars) and personal solicita- 
tion. Some are inclined to give 
first place to the solicitor, but in 
such cases it is worthy of note 
that the writer is nearly always 
connected with a company operat- 
ing in a small town—one in which 
every household can be personally 
visited without much trouble or 
expense. In the larger cities the 
great expense that would be in- 
curred in making a house-to-house 
canvass leads the gas companies 
to rely on newspaper advertising 
to do the preliminary work, the 
resulting inquiries being tabulated 
on cards and turned over to the 
solicitors to follow up. 

It would seem, from some of 
9g expressions of opinion given 
in “New Business Methods” that 
the changed attitude of some gas 
companies towards newspapers is 
not wholly due to faith in the 
efficacy of advertising, but is 
partly caused by a feeling that 
newspaper publishers are apt to 
be more favorably disposed to- 
wards a concern that advertises 
than towards one that does not. 
Other writers, however, state that 
their experience has been that the 
advertising given to a newspaper 
far from stilling criticism of pub- 
lic service corporations has led 
the papers favored with the ad- 
vertising to renewed criticisms of 
the gas company, the explanation 
being that the paper probably felt 
that it was necessary to demon- 
strate to its readers that its opin- 
ions were not to be influenced by 
advertising patronage. 

Speaking of the value of the 
good will of the local paper one 
writer says: “To placate the pub- 
lic you must begin by placating 
the newspapers. To-day there 
are cities in which this policy has 
been pursued where the gas com- 
pany has real good friends. The 
cue is to make friends of the 
newspapers. If the newspaper 
feels kindly disposed toward a 
public. utility corporation, either 
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through personal 
business policies, it forbears say- 
ing things which make trouble. 
There was a time when the gas 
companies neither contributed to 
nor made friendly overtures to 
the newspapers, and that period 
is marked by a bitterness and 
hostility which made the gas 
companies a butt for ill-natured 
attacks. It was not that the 
newspapers wanted money from 
the gas company, necessarily, but 
they resented the arbitrary atti- 
tude of the gas companies to- 
wards all alike.” Other public 
service corporations are in the 
same boat with the gas com- 
panies, adds this writer. 

Let us look up some of the other 
public utilities, the street railway for 
example. They also have a_ practical 
monopoly and treat their patrons with 
as much lack of consideration as the 
old-time gas companies did. The re- 
sult is that no one has a kind word 
to say for the Urban Trolley Com- 
pany. Led by the newspapers, which 
lose no opportunity to picture in care- 
fully chosen language the horrors of 
trolley accidents, the poor men elec- 
trocuted, the brawls on the cars, the 
legislative lobbying, etc., the people 
glory in getting ahead of the com- 
pany in every conceivable way. 

Just as soon as trolley car companies 
begin to advertise and laud the beauties 
of the scenery along its line, its health- 
giving qualities, etc., in the local news- 
papers, all this will change. People 
will still jam into unsanitary cars, but 
they will look happy and rail at some 
other public service, such as the tele- 
phone, until they come to advertising. 
It is a condition there is no escaping 
from. It is with us every day, working 
for or against us as we decide. It is 
not meant that newspapers should be 
bought off, but a little reciprocity, a 
little courtesy, will stave off a lot of 
trouble. 

Other writers account for the 
hostility of the newspapers to- 
wards gas companies by admit- 
ting frankly that where it exists 
it is apt to be due to the attitude 
of the company toward the public. 
The companies have maintained a 
“dignified silence” under adverse 
criticism when a word of explana- 
tion at the proper moment would 
have set them straight with the 
people of their town. 

The large capitalists who control our 
corporations have been so absorbed in 
the problems of development, pressing 
upon their attention, that they have 
overlooked, or have not paid sufficient 


attention to, the influence of public 
opinion on their net earnings and the 


friendships or 
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value of their securities. They havc, 
as a matter of course, bought oil 
lubricate their mechanical machiner 
but have overlooked the fact that it 
just as necessary to prevent fricti: 
with public opinion, This is gradual 
heing recognized by large  interest- 
first, in employing skilled journalists as 
mouthpieces in case of strikes; secon, 
by endeavoring, in a broader way, t 
meet the socialistic trend by employin, 
experts to group and present facts t» 
the jury of public opinion. 


This same line of thought is 
more fully developed by .anothe: 
writer who, incidentally, laments 
the fact that gas companies hav: 
chosen to designate those who do 
business with them as consumers 
instead of customers. “Words, 
he says, 
gestion which 
appreciate.” 


Think a moment and _ analyze 
effect of the two words: 

A Consumer—One who consumes 
our product. The word fails to sug 
gest that we owe him any special con 
sideration, A Customer—One~ who 
gives us his business as a favor and 
to hold whose good-will we must exert 
every effort. Let us drop the word 
consumer and always think and speak 
of customers when considering or dis- 
cussing our patrons. 


Speaking of the need of taking 
the public into one’s confidence 
through the medium of the public 
press, the same writer says: 


If our business was like a retail mer- 
cantile business, where the customers 
come to a store and select what they 
desire, from a great stock, and where 
they can observe the machinery of the 
business that supplies their wants, 
there would be less occasion to urge 
more ‘publicity. Yet, if you will but 
study the advertising and the methods 
of the successful retail stores you will 
soon note the strenuous effort to make 
the customers observe the striving to 
serve him better and still better. 

When you think how the great ma- 
jority of our customers have dealings 
with us only when they pay or dis- 
pute their bills, you will not wonder at 
their ignorance of our methods and 
their easy credence of every silly news- 
paper article concerning us. Such con- 
sideration will also convince you o 
the great need for immediate, united 
and earnest effort for their proper edu- 
cation. For example: Do you_ think 
that our gas meters to-day would be a 
stock-in-trade byword for lying exag- 
geration if we and our predecessors in 
the business had as persistently adver- 
tised the facts as to our meters’ un- 
equaled record for accuracy, as the 
opece writers have written up the other 
side? 


In conclusion the writer ex- 
presses the opinion that the posi- 
tion of the gas company in its 


“have a power of sug- 
fully 


we do not 


the 
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community would be immensely 
improved if advertising space is 
used to tell the other side of the 
story, and if newspaper reporters 
were welcomed as friends instead 
of being looked upon’ with 
suspicion, 

“Freely giving to our newspaper 
men all the news items that come 
our way would give us the right 
to insist upon being correctly 
quoted and also afford us an op- 
portunity to sometimes have our 
plans written up in a way that 
could not fail to help ts.” 

The foregoing fairly expresses 

the opinion of the gas men con- 
cerning the best attitude to be 
maintained towards the press and 
the public. Regarding specific 
methods for obtaining new busi- 
ness, the majority of those who 
have written on this subject seem 
vas has already been stated) to 
favor newspaper advertising and 
personal solicitation; the former 
for the purpose of impressing the 
public with the manifold advan- 
tages of gas, and the latter for the 
purpose of clinching the order 


after the advertising has done the 
preliminary work. 


In the way of 
follow-up matter, circulars and 
post cards, are freely used and a 
number of companies publish little 
monthly magazines, of which Gas 
Logic, published by the Consoli- 
dated Gas Company of New 
York, Gas News, published by the 
Suburban, Gas Company of Phila- 
delphia and Home Topics, pub- 
lished by the Denver Gas and 
Electric Company, are good ex- 
amples. Many companies also 
utilize the backs of their monthly 
bills for advertising purposes—an 
idea which might be copied with 
profit by some in other lines of 
business. 

Gas advertising differs 
that of most other lines of busi- 
ness in that rarely, if ever, are 
competing gas companies to be 
found in the same territory. In 
many cases, too, the electric com- 
pany and the gas company are 
under the same management, so 
that the stock arguments of the 
ordinary manufacturer or mer- 
chant, that his goods are better or 
cheaper than similar goods 
offered by competitors are not 


fron’ 
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available in a campaign of gas 
advertising. It is true that in 
localities where the gas and elec- 
tric companies are not under the 
same management the aim of the 
gas man is to convince the public 
that gas is better and cheaper for 
illuminating and cooking purposes 
than electricity, but (judging 
from the advertisements repro- 
duced in “New Business Meth- 
ods”) the most profitable line of 
argument is that which cracks up 
the gas range at the expense of 
the coal stove. Gas range cam- 
paigns are usually begun in the 
spring and pushed vigorously 
during the summer months, when 
the advantages of using a fuel 
which gives the heat when and 
where you want it,and which can 
be shut off the moment one is 
through with the cooking are 
more impressive than in the win- 
ter, when “cool kitchens” would 
not be so good a phrase to con- 
jure with. The fact that the gas 
range campaigns begin about the 
time the theatrical season ends en- 
ables the gas companies to secure 
a good showing on the billboards, 
and a number of companies tes- 
tify to their belief in the efficacy 
of outdoor advertising by using 
the hoardings year after year in 
the summer time. 

For cooking and heating pur- 
poses coal is the severest com- 
petitor of gas, but the coal deal- 
ers are not organized as the gas 
men, nor have they developed the 
same ability as advertisers, so 
that in this field the gas advertis- 
er has no active opposition to 
meet, his task being merely to 
overcome the passive resistance of 
those who having used a coal 
stove all their lives hesitate to 
adopt a new form of fuel. 

In the field of power gas has 
to compete with both steam and 
electricity. Very little gas-for- 
power advertising has been done; 
and though there are indications 
that the future may see a deter- 
mined attempt on the part of the 
gas men to develop this field, the 
task will not prove so easy as 
ousting the coal stove from the 
kitchen. For cooking purposes 
gas has not yet met with any real 
competition from electricity ; while 





32 PRINTERS’ INK, 


for power electricity has not yet 
experienced any real competition 
from gas. The actual debatable 
land at present is the illuminating v 
field.. Since the advent of the 
electric arc and _ incandescent 
lights the gas men have been 
bending all their energies to meet 
the competition of electricity in the 
held of illumination, and with the 
aid of inventors they have per- 
fected devices that simulate in ap- 
pearance, as well as in effect, 
electrical appliances for illuminat.. 
ing purposes. They now have 
burners enclosed in glass globes 
that closely resemble incandescent 
electric lights. They have a gas 
“arc” lamp. They have a burner 
which may be lighted without a 
match, by simply turning on the 
gas. they have a_ switch by 
means of which gas jets in vari- 
ous parts of the house may be 
controlled from a central point. 
There is, in short, no lack of 
good material for the advertising, 
and the ads reproduced in “New 
Business Methods” indicate that 
the gas men are alive to their op- 
portunities. The volume in ques- 
tion is one that every one inter- 
ested in gas advertising ought to 
possess. And it is a book that 
should be carefully studied by all 
interested in the development of 
the electrical industry, for the 
methods employed by the gas men 
to obtain new business can be 
studied with profit by those to 
whom gas competition is, in more 
senses than one, a burning ques- 
tion. 


HOW TO WRITE A “READER.” 
In all my advertising I endeavor to 
supplement my paid announcements 
with carefully prepared material for 
the news columns of the papers. These 
articles are, however, entirely distinct 
from the ordinary ‘write-ups.’ 
never raise any question as to their 
use in making my advertising contracts. 
I never ask for, nor would I accept, 
any offer of “free write- -ups” as an in- 
ducement for taking advertising space. 
I insist that nothing which is printed 
is of value to the advertiser unless it 
interests the reader, ‘and if it would 
interest his readers, a competent and 
independent editor would print it 
whether it came from an advertiser or 
someone else. the matter offered 
would not be interesting from a news 
point a good editor, free from _im- 
proper control by the business office, 
would refuse to print it, no matter 


how large an advertiser it came from. 

Taking such a stand, I make it a point 
in choosing the subjects for my read- 
ing articles to see that they have news 

alue, and in writing the articles, to 
bring out the news teatures. The ed 
itors of trade and class publications i: 
many lines always make my article 
welcome for this reason. 

This feature of the publicity valu 
of trade papers, and the proper man 
ner in which to secure it, is but com 
paratively little understood among aid 
vertisers. If it were, every important 
house would keep in its employ an 
expert writer and_ géneral ublicity 
man to look after this end of the work 
The operations of every large house, 
properly presented, would go largely 
to make up the real news of thei: 
trade, and the houses, the papers ani 
the trade generally would be _bene- 
fited by having them_ made known. 
F. Coleman, in Selling Magazine. 


——_—+or—___ 
CHURCH ADVERTISING. 

A clergyman, Rev. Christian F. 

Reisner, has written a book entitled 
“Workable Plans for Wide-Awake 
Churches,” in which appears a chapte: 
on advertising. According to the 
vate te and Distributor the author 
sa “Why advertise? First: It shows 
life. ‘and enthusiasm born of a confi- 
dent belief. Religion won its way be- 
cause its zeal knew no doubt. * 
The successful salesman believes in his 
goods, and then is all alive to push 
them. Ability alone produces advertis- 
ing that tells, and_ this by means of 
arousing thought. If backed by truth, 
the advertiser and the article gain in- 
fluence, respect and reputation. 

“Second: The church has a message 
for to-day. Theology has changed its 
forms. t fits present problems. Men 
do not know it. Many have only the 
memory of twenty-five years ago, 
aan a future heaven was the chief 


eT hind: It will reach men _ where 
they live. What good does it do to 
cry out at them from the pulpit of an 
empty church. Newspapers, posters, 
signs, street-car cards and magazine 
pages face them daily. 

“Fourth: It will mix 
thought with other things, 
memory, stimulation, and suappation 
help keep men straight and clean. 
Many do not meet religion for months. 
A word or sentence may be a finger 
ointing to right, or to spirit culture. 
his sentence, ‘A homelike” church,’ 
has done it.’ 


—_+o+—___—_ 
GET THE GENUINE. 

A chunky mass of type, short jerky 
sentences, Lnched in two and three- 
line paragraphs, bristling with punctu- 
ation marks and italics, set double col- 
umn and headed with some _ such_per- 
suasive(?) plea as ‘““‘Won’t You Please 
Let Me Tell You the Price of My New 
Guessing ge or “I Want to 
Tell You Why Chewing Gum_Is 
Top-Notch, rg Why the Other Fel- 
low’s Can't Be as Good”—this sort of 
bosh doesn’t necessarily bring in the 
coin, even though it does come under 
the mysterious classification of ‘‘Rea- 
son Why’ copy!—Exchange, 
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“NO REGULAR APPROPRIA- 
TION.” 


It has been said that many a 
business house, after making an 
advertising appropriation, goes to 
work to spend it as fast as pos- 
sible. Some officer has charge, 
and he sleeps not until the last 
penny is spent. There is usually 
more system in spending, how- 
ever, where a regular appropria- 
tion is set aside. 

How about the waste‘of the 
house that. makes no appropria- 
tion? Every advertising solicitor 
knows such concerns. Lhe poor- 
er his medium or proposition, as 
a rule, the better he knows them. 
A definite appropriation means, 
nine times in ten, also a system 
for spending to get results. But 
the house that hasn’t thought 
seriously enough about advertis- 
ing to make an appropriation sel- 
dom has a plan. The second vice- 
president, or secretary-treasurer 
has advertising in charge. The 
house glories in never spending 
anything “regularly.” Every. day 
certain solicitors appear, for a 
charity programme, a third-rate 
magazine, a lame dog local paper. 
As they impress the second vice- 
president or don’t impress him, so 
they get an ad or don’t get one. 
No attention is 
Sometimes a business card is 
handed out with the instructions 
to “print that.’ A worn dusty 
electrotype is dug from a drawer. 
If the solicitor is pleasing he gets 
a one-time order, If he is very 
pleasing he gets a three-time one. 
If a lady, and fascinating, she 
may capture. a contract for a 
whole year. 

It seems almost foolish to as- 
sert in cold print that there are 
still business houses that let 
money get away from them in this 
invertebrate way. But there act- 
ually are. Ask the advertising 
solicitors, Watch the weak trade 
journals, magazines,-and news- 
papers for ads that never appear 
in good mediums, 

One such house in New Eng- 
land followed .methods like this 
for fifteen years. Its trade or- 
ganization was magnificent. Its 
product was on sale throughout 


paid to copy.. 


33 


the country with two-thirds of 
all retailers who could possibly 
sell it. Its manufacturing meth- 
ods were above reproach. _ Its 
goods made prices and set stand- 
ards in that industry. But it 
spent some years as much as $100,- 
ooo in haphazard advertising, 
without plan or aim, merely 
handing out the money through 
one of its directors to such sol- 
icitors as happened to be good 
fellows. 

One day this company got a 
new man on the directorate, the 
son of the president, fresh from 
college, with queer theoretical 
ideas about system. His system- 
atizing began in the advertising 
department. An advertising mana- 
ger was hired, a keying system 
adopted, a definite chain of medi- 
ums picked out, a series of ads 
written with a direct appeal. No 
such thing as tracing a sale or 
new retail account to advertising 
had ever been known in that con- 
cern before, though it had spent 
perhaps a million in periodicals. 
But within a year after the presi- 
dent’s son took hold there were 
400 new retail accounts directly 
traceable. At the end of the year 
a tabulation was made of cost per 
reply, cost per sale on increase of 
business traceable to advertising, 
cost of the whole propaganda. 


‘When the president saw the total 


advertising expenditure for this 
remarkable year—a year such as 
the house had never known be- 
fore—he fell back in a faint. The 
total expenditure was only two- 
thirds what it had been any year 
under the old method! 
_——-or 


From the census we learn that 
the total amount of newspaper 
and periodical advertising in the 
United States for 1905 amounted 
to $145,517,591.—Wilmer Atkin. 
son, 


INFORMATION WANTED. 

Kansas City, Mo., Jan. 18, 1907. 
Editor of Printers’ INK: 

Can you furnish me the address of 
some manufacturers that supply un- 
framed pictures to be used for sub- 
scri om purposes. 

anking you in advance, _ 
I sae yours truly, 
THE Svenvoay Woman Pus, Co. 
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The Terre Haute “ Tribune’’ 
Secures the Guarantee Star. 


The Tribune of Terre Haute, 
Indiana, has submitted a detailed 
statement of copies printed for 
the year 1906 to Rowell’s Ameri- 
can Newspaper Directory and has 
deposited the fee of $100 with the 
Directory publishers for the Star 
Guarantee. The Guarantee Certifi- 
cate was issued the Tribune under 
date of January 23, and a repro- 
duction of the Certificate appears 
on opposite page of this week’s 
Printers’ INK. Fifty-eight pa- 
pers have now secured the Star. 
After the rating of each of these 
papers in this year’s Directory— 
and in each succeeding edition as 
long as annual statements are 
forthcoming from the paper, and 
the Directory continues to be pub- 
lished, without further payment— 
will appear the following para- 
graph, together with a cut of the 
Guarantee Star: 

("The absolute correctness of the 
latest rating of copies printed accorded the 

is guaranteed by the publishers of 
Rowell’s American Newspaper Directory, 
who will pay one hundred dollars to the 
first person who successfully controverts 
its accuracy. 

The list of the Star Galaxy pa- 
pers at present is as follows: 


CALIFORNIA. 


COLORADO. 
DG VCF «000. ccccces cecccccssostesees 
CONNECTICUT. 


Bridgeport.. Morning Telegram and Union. 


DISTRICT OF COLUMBIA, 
Washington Evening Star. 


GEORGIA. 


ILLINOIS. 
Daily News. 
- Tribune. 
--Record-Herald. 
Examiner. 
Daily Review. 


Chicago. . 
Chicago. 
Chicago 


Star 
occ cecSeds cxees SOMO 


INDIANA, 


Crawfordsville 
Indianapolis 
SNOB i's 6 55v'a 05600000009 Star. 
Terre Haute Tribune, 


Journal, 


IOWA, 


..Successful Farmin :, 
- Tribune, 


Des Moines. 
Sioux City... 


MARYLAND. 


Boston. 

Boston . 

Brockton .....00cccccscedsccces Enterprise, 
MECHIGAN. 


Jackson......++++seeee0+Morning Patriot. 


MINNESOTA. 


Minneapolis ........ Journal. 
Minneapolis....... ... Tribune: 
Minneapolis. ....... Farm, Stock and Home. 
Minneapolis Svenska Amerikanska 


Posten. 
St.Paul. Pioneer Press. 


MISSOURI, 
PRO COG onc cen advuceenedoocsses Star. 
NEBRASKA. 
Lincoln.......e0e0 +++Daily Star. 
Lincoln State Journal and 
Evening News. 


NEW JERSEY. 


NEW YORK. 


Standard Union. 
i News, 


Brooklyn 


Mount Vernon 
New York wan 


onto. 
hes Basel rer Beacon Journal. 


OREGON, 
Portland +e eeeeJournal, 
PEN aeinasiebes' =» 
Philadelphia.. Bulletin. 


Philadelphia 


Philadelphia Farm Journ al, 
Pittsburg 


Post. 
West Chester Local News. 
SOUTH CAROLINA, 
Columbia......... eoecce 


TENNESSEE, 
Chattanooga 
Knoxville 


Akron... 


ews. 

Journal and Tribune. 
VIRGINIA. 
Richmond Times-Dispatch. 


WASHINGTON. 
Post-Intelligencer. 


WISCONSIN, 
Milwaukee..... . Journal. 
Racine..........Wisconsin Agriculturist. 


sie baer cue ‘Mail poy Empi re. 
Victoria..............., Colonist. 








New York City, JAN 23 1907 


fl A 
INECEIVED of the Publisher « Gtihuind, chia Mate’, ail 


One Hundred Dollars 


for guarantee of circulation rating in Rowell’s American Newspaper Directory. 





od 
& 
2) 
~ 
5) 
be 
a 
_— 
a4 
a 


Tue Printers’ INK PusLisHinc CoMPANY, 


$100.00 Cf anager. 


Publishérs of Rowell’s American Newspaper Directory. 








The absolute correstness of a circulation rating in Arabic figures in Rowell’s American Nowsvaper Directory, or to be inserted in thé next issue of the book, based upon a satisfac- 
tory statement from the publisher of a paper. of the actual issues fora full year, is Guarentee by the Directory publishers, under a forfeiture of one hundred ‘dollars, . pa rable to the 
ae t person who pot ‘assaile the accuracy of the said rating. The guarantee thus made. and the forfeiture offered b: by the Directory. is secured 6; tee = ubiis isher © © paper by 

» payment of one hundred dollars to the publishers of the Directory asa permanent deposit. The guarantee is perpetual eo long as the newspape r fara atements in detall duly 
putbeaticnted and the Directory continues to be published. The money paid is not returnabie to the publisher atany time or unde er any circums:ances. 





ROWELL’S AMERICAN NEWSPAPER DIRECTORY 
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THE MAN IS ALL. 
By Bert M. Moses. 

Dear old Walt Whitman fished 
seven words out of his ink-bottle 
that would have made his fame 
for all time had he written noth- 
ing else. 

Those seven words 
the history of the world 

They make the one inexorable 
law that has ruled all people of 
all ages. 

Here they are: 

“Produce great men; 
will follow.” 

All these diatribes about me- 
diums, about copy, about follow- 
up systems, about “reasons why,” 
about agencies that take good 
care of clients,-about experts and 
four-flushers are the merest bald- 
erdash, meant only for the weak- 
minded. 

The Man is 
things don’t count, 

All institutions are but the 
lengthened shadows of dominat- 
ing minds, and all successes are 
but the biographies of men who 
had the courage to think for 
themselves and the still’ greater 
courage to do as they pleased. 

Precedents are the excuses of 
the weak, 

There are no rules in advertis- 
ing worth following except the 
rules a great man lays down for 
himself from day to day. 

No man will-succeed in adver- 
tising if he lacks the ability to 
make his own rules and the cour- 
age to carry them out. 

Nobody could teach Shake- 
speare to write tragedies but him- 
self. His name would have been 
swallowed up by the centuries if 
he had written as others before 
him, 

Columbus discovered America 
without six-day steamships. 

Galileo learned more of the 
heavens through primitive glasses 
than all astronomers who have 
had the aid of powerful tele- 
scopes, 

The history of Cascarets is the 
history of Harry Kramer, whose 
advertising has been successful 
for just one reason—because it 
was Harry Kramer’s advertising. 
And right here is a good place to 
remark that the Cascarets adver- 


epitomize 


the rest 


all—the other 
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tising has been violently criticised 
by pretty much everybody in th 
business, and if Harry had lacked 
supreme courage he would have 
changed it to please others, and 
lost. 

Castoria is Charley Fletcher. 
and there would have been no 
Castoria if there had been no 
Charley Fletcher, 

It’s the Man—absolutely and 
always. 

Put a great man on earth with 
a great idea, and take away every 
known method of advertising, and 
that man will find a medium 
through which to promote it. 

Creeds in advertising, like 
creeds in all things, are mental 
diseases. 

They reveal intellectual atrophy. 

To follow an advertising creed 
is to acknowledge that thought 
has ceased—that those gone be- 
fore have learned all there is— 
that Truth is hedged in by a 
fence “horse- high, pig-tight and 
bull-strong,” as Ali Baba, of East 
Aurora, would express it, 

The cry of the times is for men 
who can carry burdens and strike 
blows that leave deep dents. 

These men are not made in 
correspondence schools, neither 
are they the product of any sys- 
tem of development. 

They cannot be employed: at so 
much a month or year, with the 
promise of a raise if results 
warrant. 

Almost invariably they are men 
who work for themselves, because 
then they know their masters. 

All men who know themselves 
are great, but possibly you will 
not accept this statement as true, 
for very few men know that they 
know themselves. 

Carnegie is great because he 
recognized his limitations early, 
and gathered about him men who 
supplied what he lacked, 

The interests he gave them 
were so big that they were satis- 
fied, and a satisfied man comes 
pretty close to being a man you 
cannot possibly afford to lose. 

A good advertising man need 
not necessarily possess a -techni- 
cal knowledge of advertising, but 
he must possess the indomitable 
energy, enthusiasm and faith that 





PRINTERS’ INK, 


proclaims to the world: “I will 


succeed in spite of hell!” 

There are such men, but they 
don’t grow on every bush. 

When you find one, get him, 
and never mind the cost. 

Arrange it so that when the 
tree is shaken and the plums fall, 
a goodly portion will drop into 
his basket. 

And let it be understood—let it 
sink deep into the mind—that 
salaries are paid only to men who 
do not measure up to the stand- 
ard, 

Read Emerson’s ennobling essay 

“Self-Reliance.” 

I read it for the seventh time 
the other evening, and that is 
what inspired this article. 


——_+oy—__—- 
OF MR. MADDEN. 


Here is an example of Mr. Madden’s 
method of making a “ruling”? and then 
interpreting it as law. Two months 
ago there was published in the World’s 
Work an advertisement of a book by 
John Burroughs. Now, because the 
reader of this advertisement was asked 
to write his name on the advertise- 
ment and to tear it out and to send it 
to the publishers and receive Mr. Bur- 
roughs’ essay on “Camping with Presi- 
dent Roosevelt,” Mr. Madden, the 
Third | Assistant Postmaster-General, 
declared that the advertisement was not 
a proper advertisement, but a piece of 
writing paper inserted in the magazine; 

and that therefore the magazine was 
not a magazine entitled to admission 
to the mails at “second-class” rates 
but that it ought to pay the much 
higher rate that is levied on “mer- 
ch andise.” He had as well have said 

iat the paper on which it was printed 
was made of pulp and was therefore 
wood, and that the magazine must pay 
the postal rate charged for carrying 
lumber. Without humor, without 
youth or the memory of it, inappre- 
ciative of the literature of nature and 
of sport, even when the sportsman is 
a man of most excellent repute and of 
some public reputation, Mr. } Madden 
piles up arbitrary rulings” fold on 
fold, makes twist after twist in his, 
ingenious foolishness, lays down whim’ 
on whim, all as law, mind you— 
solemn, fanatical, ee martyrdom. 
And, if we have not all lost our sense 
of humor under his foolish annoyances, 
we ought to ridicule this conduct of 
the public business till it becomes im- 
possible.—World’s Work. 

A 

THE meat of the cocoanut hangs 
close to the shell—as also ought the 
meat of the advertisement! Don’t 
bury your real message in the center 
of your ad. Don’t cover up the real 
facts regarding your proposition with 
a meaningless illustration, and a weak, 
misleading heading. Get the Real 
Proposition as near the surface as 
possible—Western Monthly. 
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HATS OFF. 


At a certain large public library 
there is a rule, which ought not to 
necessary, that men and boys must re- 
move their hats on entering. One Sat- 
urday afternoon, when the room de- 
voted to the circulating department was 
crowded, a man of middle age came in 
and took his place in line. He had a 
book or two under his arm, as if for 
oe uurpose of making an exchange, 

e did not remove his hat. On 
a contrary, he had it jammed down 
well on his. head, and there was a de- 
termined expression on his face that 
seemed to betoken a firm purpose not 
to take it off. 

An attendant stepped up to him and 
quietly asked him to remove his head- 
gear. 

“No, sir!” ho responded, in a loud 
voice. “You have no right to make a 
tan take his hat off. his is a free 
country!” 

“Certain! it.- ia” 
tendant; “but you ca 
this library if you 
rules.” 

“I'd like to know why not 

“Because it’s the rule. 
sufficient.” 

“You insist on my taking off this 
hat?” asked the man, in a still louder 
voice. 

“Yes, sir. I do.” 

By this time the attention of every- 
body in the room had been drawn to 
the obstinate visitor. 

“Well,” he vociferated, “I’ll take it 
off, if you insist, but I want you to 
understand I do it under protest!” 

He removed the offending hat, dis- 
closing « head as bald as a billiard- 
ball, with this ong gy painted upon 
it in black letters that could be read 
twenty feet away: “Use Smithby’s 
Shaving Soap.” 

And he was the observed of all 
observers for the next half hour.— 
Tit-Bits. 


rejoined the at: 
*t get books at 
On’t observe its 
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Advertisements. 


Advertisements in “ Printers’ Ink” cost twent; 


cents a line or forty dollars a page (200 lines 
Sor each insertion, poe a line per year. Fir 4 
per ceut discount may be deducted ehed & puymen 
a cop) Py and order for Coertion 
one ten per cent on yearly, contract pat id 
lly in iva d position is 
demanded foran advertisement, and granted 
double price will be charged. 


WANTS, 


ras & SUCKER, 36-p. book of maalh-onéer 
schemes, 12c. PURITAN BOOK CO., Buffal 


I WRITE good copy, either “news pe. nd 
or advertisemen Address H 
LOW, care of World, 61 Park Row, N. y. Pa 


Ame man, man, magazines and dates, 
able to write attractive Cor , will entertain 
any advertising proposition, ig a ” care P.1. 


‘(HE circulation of the New York World, 

morning edition, exceeds that of any other 
morning newspaper in America by more than 
100,000 copies per day. 


UYERS in various lines for leading depart- 

ment store: exce ye ~ opportunity for 

capable men, write y giving record in fuil, 
HAPGOODS, 305 Broadway. N.Y. 


gg pe wanted by a thoroughly educated 
and experienced young man (22) Rg in 
adwriting, ‘ealesmanship. and u 

order methods, ‘“W. P.,” care Printers? Ink. 
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| cory advertising business which shows 

000 yearly profit. With $10,000 capital I 

can pong Ft a similar one showing equal or 

“reater profit. Prefer active partner. Address 
“P~.,” Printers’ Ink. 


ARGK and small advertisers get better re- 
sults by using K. A. A. serees. Tell us your 
grepestiien and we will submit plans, estimates, 
etc. KLINE ADVERIISING ‘A ENCY, Ellicott 
Square, Buffalo, N. Y. 


7OUNG MAN, college graduate. two years’ 

teaching experience. now employed a 

New York firm, desires position along advertis- 

ing or omg meg lines. P. W. EYSTER, 53 ‘West 
05th Street, New York. 


N’ EWSPAPER POSITIONS a opens for advertising 
ee te aa ere ence. Str moe 


" ports Write for Booklet 7. 
Fr tN D's Nie SPAPER MEN'S EXCHANGE 
b. 1898), Spriugfield, Mass. 


Warten, by young man who 
me rptrcewe years’ experience in Fn 
(can — copy) and ye a oy wit 
paper that can 
adress THOMSON, ed iv cate P Printers’ | In 
7 sams good. active man with fa ensue 
ablish a weekly newspaper and bed in 
ing office | in a small a active villa a oes 
best farming district, in aap 
rooms, low rent. Address C. K. BERG, 
Mills, Lowa. 


WANTED Position as manager of advertising 
department of daily, weekly or monthly, 
or as traveling adv. solicitor for high-g 

publication or job printing concern. pean 
enced, rel 7m first-class references. “F.,” 


9 work. 


tr roy 


Printers’ Ink 
be DVERTISERS MAGAZINE”—THe Weat- 
ERN MONTHLY should be by every 
advertiser and mail-order dealer, Best ‘* School 
= a in existence. Trial piertaon 
se copy free. THE WESTERN 
MONTHLY 815 Grand Ave. Kansas City, Mo. 
I AM looking for a new connec- 
_ and can pave at once. 
- A. HOLMAN, Adv. Mer., 
~— 2. (Colo.) Chieftain, 
or, after Feb. Ist, 215 Colorado 
AVve., Chicago. 

*[Bcan CAL WRITER on electrical ae 
by a manufacturing company. Must 
Sess literary ability, an cuatmesring educati 4 
and be capable of preparing technically «ccu: ate 
as well as interesting articles of value to the 
electrical profession and users of electrical ap 
paratus. Address ‘‘ M. T.,” care Printers’ Ink 

New York. 
ANTED—Clerks ana others with common 
school educations only, who wish to qual- 
ity for reaay positions at $25 a week and over, tc 
write for free copy of my new prospectus anc 
endorsements from ijeading pe egg every- 
where, One graduate filis $8,000 place, another 
$5,000, and any number earn $1,500. The best 
clothing adwriter in New York owes his suc- 
cess within a few months to my teachings. De- 
mand exceeds pop DNF 
OWELL Advertising and Ruai- 


GEORGE H. 
ness Expert. 143 Metropolitan Annex, New York. 


YOUNG MEN AND WOMEN 

of ability who seek positions as adwriters 
and ad managers should use the ciassified co- 
umns of PRINTERS’ INK, the business journal] for 
advertisers, published weekly at 10 Spruce Si., 
New York. Such sdvertizements will be inserted 
at 20 cents per line. six wordsto the line. |’RINT- 
ere’ INK is the best school for advertisers, and it 
reaches every week more empluying aavertisers 
than any otter vublication in tue United States, 


CIRCULATION-BUSINESS 
MANAGER 


backed by a successful record, now with a 
well-known New York Trio. desires connec- 
tion with publication where practical and 
profitable ideas, convincing copy, executive 
ability and a thorough know od e of de- 
mental details are indemand. If you 

are in the market fora aye op ‘vigorous 
Seat, = the ability to mi 

+” care of ga ink, 
New Bo: 
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WSs. in prominent general advertising 
agen ew York City, young 9 in 
order aaa checking department. txcellent op- 
portunity for experience and advancement; glo 
ad start. Give fuil particulars, experience (if 
y) in advertising business; references. paerees 
“CONFIDENTIAL,” care of Printers’ Ink, N. Y. 
> 


PHOTO-ENGRAVING. 
a ENGKAVERS, Designers. 


mples sent on pouaees. sr 
GRAVING, CO., New Y 


rice list = 
NDARD EN 


poet + oO y 
CARD INDEX SUPPLIES. 


G*t Ef prices on Stock Cards and Special Forms 
from manufacturers. Curds furnished for 

all makes of cabinets. Special discounts to 

Printing Trade. 

STANDARD INDEX CARD COMPANY, 
707-709 Arch St., Philadelphia, Pa. 

ee 


PAPER. 


B BASSETT & SUTPHIN; 
62 Lafayette st.. New York City. 
Coated papersa speciaity. Diamond B Perfect. 
Write for high-grade catalogues. 


PATENTS, 
peamPATENTS that PROTECT 
Our 8 books for Inventors mailed on recei , 
of 6 cts. stamps. R. 8. & A. B. = 
Washington. b.C, Extab. 1869 








> 


DIRECTORY OF NOVELTY MANU. 
FACTURERS, 

GENTS wanted to sell ad spoveities, 25% com. 

« 3 samples, !0c J.C. KENYON. Uwego,N.Y. 


W RITE forsamvie and prv new combination 

Kitchen Hook and sill File. Keeps your ad 
before the nousewife and business man, THE 
WHITEHEAD & HOAG CO., Newark, N. J. 
Branches in all large cities, 





' 
W Kk want to know every Advertising 
Manager in the United States and we 
want every Advertising Manager to know 
:, We mate METAL NOVELTIES for ad- 

veitisers. You want us; we want you. Drop | 
us a line on the letter head of your Company 
and we will send you a handsome souvenir. 

8S. D. CHILDS & COMPANY, 
Who Make ART NOVELTIES for Advertisers, | 
0 Clark Street, 
CHICAGO. 








——- +o 
INSTRUCTION. 


DVERTISING—Experienced advertising man 

earning $5,000 a year will give complet: 

course Ye or by mail to few young men 

, $35, vers everything ; will assist to 

* ADVERTISING,” P. 0. Box 146 
Brooklyn, N. 


> 


PUBLISHING at asa OPPORTUNI 
ES. 


| Want a Trade Paper 


established in Middle West. Will pay cash i! 
rice is consistent. Particulars strictly confi 
dential. address “ BOX 95,” Muscatine, lowa., 


ME; ADVERTISING SOLICITOR : 
Are you satisfied with your job? 
If you are, I’ve soles to say. 
If not, ccme an 
Our business will be. confidential. 
Gvod openings, $5,000 
Better vet acquainted at 
ON Pp. WARGI 
ae in Publishing Srustete, 
53 Broadway. New York, 
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COIN CARDS, 
x PER 1,000. Less for more; any printing. 
THK COIN WRAPPER CO.. Detroit, Mieh. 
——_+o, ——_ 
ADVERTISING AGENCIES. 


D. A. A ag AGENCY. 1 Madiso1 Ave. 
- Medical 1 journal advtg. exclusively. 


AY Cuperen sone, 938 Drexel Bidg..Phila., 
dv. Agt. Adv. .literature prepared, printed. 


M“\,HE IRELAND ADVERTISING AGENCY. 
Ww tee Oe Different came anions Service. 
h t, Lia 





A SBERT #RANK & 0O., % Broad Street. X.Y. 
ist. ‘Gulengo, Boston, Phiitelphia, Advertic 
ingof ail kinds placed in every part of the world, 

THE name of George P. Rowell 
& Company, that has had a place 
on the list of Advertising Agen- 
cies for forty-two years, has 
recently been withdrawn, and 
the business is now conducted 
by Mr. W. F. Hamblin at No. 
12 Spruce st., New York, as suc- 
cessor to the old firm. Mr. 
Rowell retired in 1905, but is a 
stockholder in the Printers’ Ink 
Publishing Company and _ con- 
tinues to take considerable inter- 
est in the management of the 
American Newspaper Directory, 
which he established in 1869 and 
has published annually or quar- 
terly for thirty-eight consecutive 
years. He was the first man to 
undertake to ascertain and make 
public the regular editions issued 
by the newspapers. No similar 
system has ever had vogue in any 
country other than Anierica— 
Printers’ Ink, December 19, 1906. 





CURRENT TOPICS LIBRARY 


a fh = assistance !. Consult The Search- 
Light Information Library’s millions of up- 
to-date articles, pictures and a on Sverige 
everything Calis or corresponde: 
Murray Street, New York k. 





ADVERTISING MEDIA, 


a physicians are eg ee: wee te Troy, 
Es The RECORD, daily, is read by 


70 al pa of their vietiene: ‘nigh how maedic al 
propositions accepted. Minimum rate, 4c.,plates. 





The 
Lake County Times 


Hammond, Ind. 
Only seven months old—too young for 
Rollof Honor, but toostrenuous to wait. 
Covering the thriving Calumet Re- 
gion, with a sworn circulation of 7,200. 
Statements made daily. 











—_——__+o+———_. 
“MAILING MAC. MACHINES. 


HLESS MAILER. lightest a 
Tt } DICE MATOS E: Rava TNT, 


Mfr., a8 Vermont St., ry ee. Butfalo. N 
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FOR SALE. 


ye SALE—A complete set of Printers’ Ink. 
. from No. 1, . to Jan. 1, 1907; 57 volumes, 
in perfect condition. Price five hundred dollars, 
Address DAVID MARCUS, office of Printers’ Ink, 


ACHINERY FOR SALE—Due to a consolida- 
} tion of two large label and job printin 
offices, have for sale a yrre eens of machi- 
nery, type an mate! te at once for List 
at bargain peices. THE SALEM PUBLISHING 
CU., Salem, O) 


pees ve Campbell two- eoretation eyl- 
inder press, front delive: Size of bed 
38x52 inches. Press is in first-class order ‘and in 
constant use. ge for acer are in- 


stalli new speed machin ae ee 
PEPPER, 8th an: eae ocust Sts., Philadelphia, Pa. 


OR SALE—The following list of second- hand 
stereo! machinery at a bargain 

Two Goss casting boxes, one new and one self 

locker; ove metal pot, holding about three 

tons of metal; one curved shaver; one combina- 

tion saw and trimmer; one 5-olumn flat casting 

box: fourteen turtles, 8 iron and 6 wood; one 

25 h. p. motor. 

For full information and (rtene ~ area 
BUSINESS MANAG 

The fhe mt Press, 

Grand Rapids, 


——_+o+ —___—. 
HALF-TONES. 


er ECT copper haif-tones, |-col.. $1 sia 
. per in. OUNGSTOWN ARC 
GRAVING CO., Youngstown, Ohio. 


N#3z awergree HALF-TONES. 
3x4, $1 ; 4x5, $1.€0. 
Dehivenee when cash accompanies the order. 
Send for sample: 
KNOXVILLE ENGRAVING CO., Knoxville, Tenn. 


Gag i nap J or line irodestiane. 10 pare 

inches or smaller. delivered prepaid, 7ic.; 
6 or more, 50c. each, Cash with order. All 
newevaper screens. Service day and nigbt. 
Write for circulars. Keferences furnisbca, 
Newspa 815. 
Philade’ 


Mich. 


EN. 


r process-engraver. P, O. 
iphia, Pa 


SUPPLIES. 


W D. WILSON PRINTING INK C©., Limitad, 
e of 17 Spruce 8t., New York, sell more mag- 
azine cut inks than any other ink house in the 


de. 
Special prices to cash ash buyer 8. 
ASTE for shipping tsbels, Fane a ~ wrappers 
; labels and all 


trunk lini 
other purposes. bends ‘Gold Water Paste ‘3 
tiv Virginia-Carolina Chemica! Co. 
in 16 yang Sample free. 
. 609 Rector B juilding, Chicago. 


ADVERTISEMENT C CONSTRUCTORS. 


By prepare igh-class copy for Booklets, 
‘ollow-U: vt D, Letter and ine Adver- 
Address S& MacCREA 
}— ve., Boston, M 


ADY,97 War- 
opact Weal. 
t why op recent 


ing of Newspaper, Trad ¢ Journal and Souci 
apace might \~ ey ton. lot of advertisers. + 

TYou he “dead-in earnest” class and 
dn to Jas oy your aa space do its 


best. I'm oa these 
SUGGESTIONS” wor would hel 


They will only cost you Ream gating thet on. they 
be >, — on your and 
ca 


onting, ut rds sent Saude 
this will not be noticed. 
No,80. FRANCIS I. MAULE, 402 Sansom 8t., Phila. 





positively best. 
use it exclusivel 
CBEAS. BERN. 





PRINTERS. 


RINTERS. Write R. CARLETON, Omaha, 
Neb., for copyright loag lodge cut catalogue. 


Ww* print catalogues. book bookiets. circulars, adv. 
kinds. Write for prices. THE 
RLAIR PTG. Co., 514 Main St.. Cincinnan. C. 


COIN MAILER 


. For 6 coins $3. 
IN CARRIER C 


rinting, 
: ee 


$2.% AOMEG 
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POST CARDS. 
TE a ay p— a to print from. ait them, 
for stamp. ANDARD 


ENGRAVING CO” New York. 


a 
BUSINESS OPPORTONITIES. 


ANTED thoroughly experienced newspaper 
man on @ paper, established 10 years, 

lo takesentire charge of the editorial and news 
ee of the paper; one who has cash to invest. 
Must be thoroughly experienced, with references 


8: ” 259 Washington St., Jersey 
City, for particulars, 

—_—_—_—_—lorr——" 

POSTAGE STAMPS. 


2? y OFF, ungummed. unused. U.8.;¢.0.d. OR- 
) SER, Buyer, 2404 Milwaukee Ave. “Chicago. 





——————_—+er——___—_ 
DESIGNERS AND ILLUSTRATORS. 


E ARE NOT “Printers or Publishers,” but 
confine our efforts exclusively and con 
centratively to o. DESIGNING, ILL STRATING 
and making uf ENGRAVINGS to print ona type 
R MANNING. Pia one or more colors. GATCHIL 
NG, Philadelphia. 





ee ai 
CATCH PHRASES. 


You Will Save Thinks 


be sending for my 150 Selected Phrases for 
eadlines non eee eat ween ee blind. Send 25c. 


4% 15th Ave., hou, N. J. 
++ 








PREMIUMS. 
HOUSANDS of ve premiums suitable 
for publishers others from the foremost 
makers and whi 2 welry anc 


catalog OQ) 

jogue 

Published annually, 35th issue now ready ; free 

8. F. MYERS CO. aw. and 49 Maiden Lané, XY: 
cintaapisiadpeiiathiaiee 





Within the Past Me 





Registered 


THE GOVERNMENT 
PRINTING OFFICE 


At WASHINGTON, D. C., With Over 


100,000 


POUNDS OF 


MONOTYPE METAL 


WITHOUT A SINGLE COMPLAINT. 
meee record like this ever been su 
in a Lappe a * Fa ed y - wd ! 
of M Metals for "Printers Monotype, Li 
ie type, Electrotype, Autoplate, gi 
ype 


MERCHANT & EVANS CO. 


Successors to 


MERCHANT & CO., Inc. 
SMELTERS, REFINERS, 
PHILADELPHIA. 


Chicago Baltimore 
Kansas City Denver 





New York 
Brooklyn 











Forty Years 
Advertising Agent 


By George P. Rowell 





The first authentic history and ex- 
haustive narrative of the develop- 
ment and evolution of American 
advertising as a real business force, 

The remainder of the edition 
(published last year) is now offered 
for sale. About 600 pages, 5 x 8, 
set in long primer, with many half- 
tone portraits. Cloth and gold. 
Price $2, prepaid. 


The Printers’ Ink Pub. Co. 
10 Spruce St., New York 














Increase Your Sales 





USE 
Silverware 


for Premiums 


SPECIAL QUALITIES, 
PATTERNS, PRICES. 





international Silver Co. 
Factory “C,’’ 
Bridgeport, ‘Conn. 
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The Little Fellows 


We received a letter from you some time ago 
asking us why we did not order some ink, but you 
need not worry, you sell us all we buy at present. 
We are the little ‘‘quarter pound” fellows you’ 
write about, and as far as we are able to judge, your 
inks are all right.—Lzve Coals Press, Royston, Ga. 


My follow-up system keeps me in constant touch with 
my customers, as Uncle Sam is the only agent I employ to 
tell of the wonderful qualities of my inks. No man need 
be ashamed of the quantity he buys, as my whole career-in 
the ink line has been devoted to the welfare of the small 
job printer. Before my time, the ‘‘little fellows” were 
soaked unmercifully on prices and were compelled to buy 
more than they actually needed. I broke up the system and 
nowadays the ‘‘ little fellows” are treated courteously by all 
the ink houses. Send for my sample book and price list. 


ADDRESS: 


PRINTERS INH JONSON, 


17 Spruce St., NEW YORK. 


A YEARS FOR $6 


The subscription price of PrinTErs’ INK is $2 a year, 











but a four years’ paid-in-advance subscription can be had 
for $5, or four one-year subscriptions for four separate 
subscribers for the same sum, or twenty for $20. Some 
intelligent newspapers find it a good investment to sub- 
scribe for copies for their local advertisers. It teaches 
them how to make their advertising pay, and to become 


larger and better advertisers. 
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COMMERCIAL ART CRITICISM 


BY GEORGE ETHRIDGE, 


+ READERS OF FRINTERS” INK 


WILk AECEIVE. 


41 UNION SQUARE, N.Y. 


FREE OF CHARGES 


CAITICISM OF COMMERCIAL ART MATTER SENT TO MR ETHRIDGE. 


Mr.,Maule might possibly call 
attention to his prosposition to 
better advantage with an_ illus- 
tration of the character of the 
one designated as No. 2, rather 
than with the serpent design. He 
does not at all mean that whoever 
employs him will get bitten or 
“stung,” but that is the inevitable 
impression gained from the first 
glimpse of the advertisement. 
People are altogether too willing 
to draw a conclusion from a 





TEMPTATION 

The serious and all absorbing busi- 

ness of my life is the production of 
tempting advertisings things. 

Of things that ‘‘tempt’’ people to believe 
that it might pay them tocorrespond with those 
who send them such ‘‘tempting’’ booklets, 
circulars, etc. By way of ‘‘apples,”’ I send to 
those whose confessed interesttakes the form 
of a cemetag letter (i.e. a letter suggesting 

ssible business), samples of all manner o 

‘fruits’? that have successfully tempted 
others. ‘ Possibly I could tempt even you? 


FRANCIS I. MAULE 
402 SANSOM STREET PHILADELPHIA 
™= 


Nel - 
2 


picture which will be detrimental 
to the interest of the advertiser 
—often they do it in fun, but the 
damage is done just the same. For 
this reason no illustration should 
be used which is capable of double 
construction, provided, of course, 
the construction is of a nature 
which will work to the injury of 
the advertis 
* * * 

The Hote. Brighton is at At- 

lantic City, and presumably the 





AA 


N22 


advertisement reproduced here is 
intended to exploit its merits. It 
is too bad that there is no tribunal 
before which those who do this 


~ € 











iF ] Atlantic Gly bas enjoyed 

palin «4 yiebrit for ed pan... and 4 

Storative qualities of its genial at 

Dons eon. hen tcn ater 
Temperature 


‘point = Atlantic Coast The 


“HOTEL 
”~N 


GHTON- 
D CASINO 
OPEN THROUGHOUT THE YEAR- 


9 


‘-F-WHEMSLEY &-SON- 
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sort of thing can be made to ap- 
pear and tell us why they do it. 
‘The facts with reference to the 
Hotel Brighton if set up in plain 
type in the same space which this 
monstrosity occupied would have 
looked neat and attractive, and 
would have been read. As it is, 
however, it is doubtful if anybody 
has or will read it, except those 
who take a delight in puzzles 
for the mental exercise they de- 
rive from deciphering them. 
* x * 

The first man who prepared an 

illustrated advertisement on books 


conceived the happy idea of using. 


the picture of a family group ab- 
sorbed in the perusal of the said 
book or books, with expressions 





EN wt. 
A Happy New Year in the Home 
Fo 


Or the art of being pleasantly entertained 
and educated at the rate of Ten Centsa Day | 
Te eee RY Es Sig ae ste setter 

















eed deny ansett 
Then sech ge opportunity te withie reach The convenience os wot as the satitaction, 





‘The epgertwesty 
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from what should be the salient 
points of the picture. The cut 
of the books themselves is bad. 
It would be much wiser to make 
a large and clear picture of one 
of the books and say that there 
are ten of them, than to show the 
ten in this way. 
* * * 

“The factory behind the prod- 
uct” is a good thing to talk about 
but not a good thing to show 
in such a picture as the Ferro 





Perfection attained. One practical reason back 
of so strong’a claim is thiss 
engines of recognized reputa- 
tion—twelve made in America, two from abroad— 
were installed and kept running in our experimental 
department constantly for ten months, under the 
eyes of experts of known ability. 
‘The best features of each of the fourteen engines 
found in our new construction. 
has been kept out of the FERRO Auto-Marine 
ogines of 1907, a 
“ . Our catalog will prove to any prospective pur- 
chaser that our engine is superior to any other 
engine made, For your personal interest consult 
the standard of ion we have blished. 
..Don’t buy before reading our ‘Treatise on Modern 
Marine Engines"—mailed for 10c in stamps. 


The Ferro Machine 2 Foundry Co. | 


43 Wave Bunoine 
CLEVELAND, OHIO, U. S. A. 


Eastern Branch, 79 Cortlandt St., New York City. 








cemtn whe have bese 4 part of the werit's history. te encther, 


















































of the utmost interest and delight 
upon every face. .This seemed 
so obviously appropriate that few 
venturesome souls ever dared to 
illustrate a book announcement in 
any other way. The accompany- 
ing reproduction of one of these 
advertisements is not shown here 
because of its novelty but to 
point out an error which should 
always be avoided. The detail 
in this picture is worked out much 
too carefully; the lamp, the 
walls, the furniture and the book- 
case curtains all tend to confuse 
the eye and detract attention 


Machine and Foundry Company 
uses. in the advertisement here re- 
produced. As a result of. the at- 
tempt to show both the product 
and the factories the former can- 
not be identified as anything in 
particular, and the latter fades 
into insignificance. This would 
be a hard thing to do successfully 
with good pfetures in a large ad- 
vertisement, but in a quarter page 
with this sort of treatment the re- 
sult is disastrous. 

~ +> 


Tue following advertisement is 
clipped from the Meriden, Conn., 
Morning Record, and closely ap- 
proaches the limit for frankness: 

CAPLAN BROTHERS, 


Meat Market, 75 North Colony street. 
All lines in pork and beef at the low- 
est prices. Give us a call. 
Seven-years-old horse for sale. 
We give Trading Stamps. 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
cards or circulars, and any other suggestions for bettering this department. 





Office of the Treasurer 
THe State Savincs AnD Trust Co., 
TEXARKANA, ARK. 

Editor Ready Made Department: 

Your valuable criticism of the in- 
closed folder will be greatly appreciated 
by Yours truly, 

State Savincs anp Trust Co., 

J. C. Purdy, Mgr. Savings Dept. 

The above letter was typewrit- 
ten on a letter sheet of distinctive 
color, the name of the bank being 
handsomely die-stamped in a con- 
trasting color, making a distinctly 
favorable impression. If any one 
business more than another needs 
handsome stationery — stationery 
that looks almost extravagant yet 
not in the least showy, that busi- 
ness is the banking business. The 
die-stamped letter-head lends dig- 
nity and the impression of wise 
liberality. It is good advertising 
—particularly . for institutions 
dealing with finance. Now for 
the folder—it’s a good job. The 
cover is a brown, neither light nor 





dark, printed in black and red. 


It bears only these words: “To 
the friends who have helped to 
make us what we are—and to 
those who come hereafter — 
Greetings.” Inside it says simply: 
“We wish you all a happy and 
prosperous New Year.” Then 
come two leaves of cream-tinted 
paper a little less than twice the 
width of the covers. Each of these 
leaves is divided into two pages 
and folded in the center to close 
within the book. On the first page 
is a poor cut of a good building— 
a zine line cut I Judge, where a 
half-tone was the thing to use. 
The next page bears the names 
of officers, and succeeding pages 
are given to “Birth,” “Resources,” 
“Liabilities,” and “Facts,” all 
based on the official statement at 
the close of business on the last 
day of 1906. Under “Facts,” the 
following interesting statements 
are made, being verified by figures 
at the bottom of several pages: 

In 1905—We increased our deposits 
nearly ss hundred per cent. 


In 1906—We more than doubled the 
deposits of the previous year. 








In 1907—We are going to pass tlic 
half million mark—with your help. 
Over 1,500 new depositors in 1906. 





This was a wise thing to do, 
for not many people, even with 
the figures before them, woul: 
have arrived at these interesting 
results and their strong compari- 
sons. The last page shows the 
favorable conditions under which 
one may do business with the 
bank, as follows: 


REASONS WHY. 


You can open an account with One 
Dollar. 

You 
please. 

You can withdraw when you pleasc. 

We allow you interest from date of 
deposit to date of withdrawal. 

We compound your interest 
times a year. 

You do not have to give notice in 
advance to withdraw. 

r here is no red tape attache: 
to the last item. 





can deposit when and what you 


four 





And on the outside back cover, 
with the appropriate illustration 
of a peacock, is this statement, 
“Less than three years ol. 
Deposits over $330,000.” 

There is one unimportant mech 
anical fault. This folder-book 
let is held in its cover by a red 
silk cord, when it should be wire 
stitched. It isn’t thick enough to 
justify the cord and the holes 
through which the cord is run arc 
much too large. 





From the Sioux Falls Dail 


Argus-Leader. 


A Cough’s 
Message. 


Coughs tell you that there 
is something amiss in throat 
or lungs. It is the cause, 
not the cough, that you must 
look after, 

Rexall Cherry Juice Cough 

Syrup 
searches out the cause of 
trouble. it heals the inflamed 
surfaces, stops the irritation, 
loosens the cough and cures 
you thoroughly. Price 25 
cents. 


RED CROSS PHARMACY, 
Sioux Falls, Iowa. 


(Ia.) 
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GREENSBURG, Pa. 


Printers’ Ink Publishing Co.: 
GENTLEMEN— 

Inclosed find one dollar in payment 
for six months’ subscription to PRInt- 
exs’ Ink. Also, find inclosed copy of 
advertisements. now running in the 
Star and Review, and trust that you 
may find both time and space enough 
to criticise the same through the col- 
unns of your publication. 

Respectfully yours, 

W. H. SATTELBERG. 
N. Maple Avenue. 


27 
127 





The laundry ad is the best of 
the lot. It presents the case in 
an earnest and somewhat unusual 
way, as shown in the reprint be- 
low. But all except the real 
estate ad have a common weak- 
ness in the absence of prices. Take 
the merchant tailor’s ad, for in- 
stance, in which a five-dollar re- 
duction is offered on every suit. 
How is a man going to find out 
from that what he will have to 
pay for a suit? He can’t be ex- 
pected to know what the regular 
prices were, and without knowing 
that how ¢an he tell how to figure 


the net on the cut price offer? Of 
course, he can go to the store. 
Ves, but will he, without some 
more definite idea as to how much 


money he will need? Another 
point. A man a great deal 
more impressed with the genuine- 
ness of a price reduction if he 
* sees the old and new prices, side 
by side. “Our regular $30 suits 
now made up for $25” gives him 
a line on what to ask for, makes 
him much more inclined to call, 
and saves time when he does call. 
The headline is weak, too. Even 
without the old and new prices 
for comparison, the headline 
would better have been “Save $5 
On a Suit,” or something similar. 
Definiteness is a mighty important 
thing in advertising. The Kunz- 
man ad, reprinted below, has the 
same fault and another. There is 
not a word in it to tell what 


is 
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Kunzman sells. I hear you say 
that Greensburg is a small town 
and everybody knows the adver- 
tiser and his lines. That, I be- 
lieve, is never quite true; and if 
it were, it would still be as great 
a mistake to make no mention of 
the lines dealt in as to print the 
generalization that everything is 
to be sold at a quarter to a half 
reduction, without any specific ex- 
amples of just what that amounts 
to. Failure to print prices is 
likely to look like fear to print 
them—the fear that they will not 
stand comparison, or that the 
actual figures will not justify the 
general statements as to reduc- 
tions: . 

THE WASHERWOMAN THAT 

NEVER DISAPPOINTS YOU. 


There will be no confusion about the 
house if we do the washing; our 
washerwoman never gets too sick todo 
her work; the weather has no terrors 
for her. It never rains too hard nor 
too long to get the clothes dry and 
returned to you in time, in a sweet and 
clean condition. 

We can do all the washing, from a 
kitchen towel to lace curtains—do it 
right and do it cheaper than you can 
have it done at home. 


GREENSBURG STEAM LAUNDRY, 
West Third Street. 


OUR GREAT REMOVAL SALE 

ATTRACTING THE LADIES. 

The astounding news that we were 
going, to clear up our entire stock at 
1-4, 1-3 and 12 prices, brought a big 
rush. The sale is now on, and every 
purchase made here is a shrewd invest- 
ment. 








IS 


M. C. KUNZMAN’S, 
116 South Main St. 


The Dayton Dry Goods Co., 
Minneapolis, Minn., sends a num- 
iber of decidedly artistic circulars 
calling attention to various spe- 
cial sales. I always feel that the 
sending of dainty—not “fancy’— 
printed matter to women is a 
form of subtle flattery—a compli- 
ment to those who receive them— 
and I believe that is just the im- 
pression they make on the average 
female. This nice sense of the 
fitness of things seems sadly lack- 
ing in many of the circulars and 
booklets that find their way to 








this desk. 
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An Offer That Should Find Plenty of 
T. Cannonsburg 
(Pa.) Daily 


Carpet 


T 
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From _ the 
Notes. 


akers. 


A_Good Kind of Special Sales. 
the Grand Rapids (Mich.) Press. 








January 25, 1907 


my new list will be ready 
to mail to several thousand 
persons who have written 
for farms, town property, 
stores, etc., they are buyers 
who are waiting for what 
they want. If your. real 
estate is for sale now is the 
time to send me a full de- 
scription, so it will appear 
in the new list. I advertise 
your property without using 
your name, answer all in- 
quiries in regard to it, keep 
a record of each ouuley and 
follow it up until sold, or 
convinced that they do not 
want to buy. You are not 
taking any chances, if I do 
not sell your property there 
will be no charges, and if 
sold my commission will be 
as small as a reliable broker 
would charge you. List your 
property now and you will 
receive a copy of the new 
list. 

If you are looking for a 
piece of real estate drop me 
a postal asking for the list. 


FRANK K. NELSON, 
Real Estate and Investments, 
Masonic Bldg., 
Charleroi, Pa. 

Near National Bank, 
Bentleyville, Pa. 








Logic. From _ the 


raveler. 


Our ‘“Two-Hour” Friday 
sales are not to make money 
-they’re to make friends. 


Suit Cases Friday, 
9 to 11 Only. 


You’ve -never seen their 
equal under $ ven Dollars— 
they are beauties! 

Of light tan and chocolate 
brown Solid Sole Leather, 
clean stock, without a blem- 
ish — light weight, steel 
frame, reinforced edges— 
lined with blue and white 
checked Scotch Linen, with 
leather bound shirt pocket, 
strap fasteners, heavy brass 
trimmings and a ‘generous 
leather handle that can’t 
hurt your hand. 

Just twenty-four for this 
sale—you can see them dis- 








Boston 


played in our entrance dis- 
play case—Friday morning 
only from 9 to 11 o'clock 


| they will sell at 


$4.40. 

THAT SUIT SALE 
will end Saturday - night— 
until then you get the bene. 
fit of our big purchase of 
Michaels-Stern’s stock. After 
that we get the benefit. 

Values up to $25 at $15. 
$15 and $16.50 suits at 
$11.50. 
‘a> GIANT, 
& Son 





May 
Grand Seite. Mich, 


| 








From 


If the Regular Price was $5, It 
Always Better To Say So, Unmis- 
takably. ‘Worth’ $5 Doesn't Ne- 
cessarily Mean That. From the 
Peoria (Iil.) Star. 





gaan | 


Carpets. 


Does your 
new carpet? 


arlor need a 
he appearance 


of your parlor is determined 


by the carpet. Our Wilton 
Velvet Carpets are carefully 
made of selected worsted 
and possess a luster and 
richness of coloring which 
cannot be obtained in the or- 
dinary velvet carpet. The price 
you pay for a carpet does 
not determine its cheapness, 
so much as its ‘durability and 
the amount of satisfaction 
the use of it will give you. 
You can buy a carpet cheap- 
er in price, but you: cannot 
buy a cheaper carpet if you 
consider that durability, 
rages and appearance count 
or anything. 

Wilton Velvet 
$1.25 per yard. Cash or 
credit—Open Monday and 
Saturday evenings. 


SHAWMUT FURNITURE 
COMPANY, 


Carpets, 


267-269 Tremont St., 
Boston, Mass. 

















$5 Cut Glass 


Bowls, $3.98. 


Nothing offered by the 
China Store recently ‘equals 
this special Cut Glass Bowl, 
worth $5 for onl 7 98. 
And if you think} is 
sparely cut, come Pole 
will be right out in front of 
the elevators. 

Only by limiting the sale 
of one to a customer can we 
say that the lot is ample for 
Thursday’s selling. 

New cutting, handsome 
design, similar to  illustra- 
tion. Eight inches in diam- 
eter—a big bowl that has 
many uses. 


SCHIPPER & BLOCK, 
Peoria, Til. 
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Space for Space. One Rarely Finds a| It Is Refreshing to Find Prices and 
Better Real Estate Ad Than This vt Den In tay 308 Ad “ In 
One from the Washington (D. C.) Post. oe See ae eee Sree 


Star. 
Top Buggi 
The House Mie 


’ 
You ve Been with quarter-leather tops, 
| ‘ | leather trimmings, piano 
Looking For. bodies, wide or narrow track, 
“Not in a row: the sort red or green, complete with 
of house you knew “back curtains, storm apron and 
home.” ard—front, back shafts, at $47.50 
and side; porch—large and Other Top Buggies at $50, 
roomy and covered. The $60, $70 and $85. 
size: Six rooms, hall and at- oh — Mosmess 
wi eather om saddle, 
tic. The price—and that’s ‘< ale on nee 


one of the very greatest 
features—$3,975. 8 = complete, $10 and 


The houses are new, never 
been occupied, remarkably MOSEHART & KELLER 
well built, finished in hard COMPANY, 
wood throughout. They are Cor. Franklin and Caroline, 
as beautiful and perfect as Houston, Texas. 

a piece of furniture fresh 
from the factory. The heat < 
is Hot Water. A Timely, ‘‘Comfy”’ Sounding One 

There never has’ been From the Grand Rapids (Mich.) 
anything like these offered Press. 
in Washington under a much 


| 
higher figure. All we ask is 
a chance to show you. Long, Cold 
MOORE & HILL (Inc.) Nights! Nice 


th St. N. W. 
Washington. D. C. Warm Comfortables 











——————— 














J Cheaper than you could 
’ : make ’em. 
Has a “Dead In Earnest Sound,” but If you haven’t seen the 


Lacks the Force of Printed Prices. Heyman line of Comfort- 





ables_ this season you’ve 
f missed a treat—nice fluffy, 
full size cotton-filled fellows, 
Clothes Just As : tS it’s sos, clean em. 
; ey’re made up good an 
You Want Them. at the price we’re quoting, on 
Comfortables they are just 
“Just as you want them” about the best bargains 
clothes is the kind I am you'll run across—we’ll 
making right along. charge them you know—pay 
You select the cloth you a little at a time—don’t go 
like and tell me what you without plenty of Comfort- 
want, and you get it. ables and Blankets and get 
My ‘ ‘correct method” of ’em_ now. 
measuring and cutting makes No. 10—63x72 inch, all 
a misfit impossible. nice clean cotton, with Silk- 
In making up clothes, spe- oline covers; each, 98c. 
cial care is given to No. 20—70x73 inch, all 
strengthening parts that have nice clean cotton, each, $1.25. 
the most wear, and the little No. 30—72x73_ inch, ali 
things are not slighted either. nice clean cotton, each, $1. 50. 
Let the women folks ex- No. 55—72x84 inch, all 
amine any garment of my nice clean cotton, each, $2.35. 
making, they will tell you No. 60—72x84 inch, all 
‘that’s well made.” nice clean cotton, extra 
Now sum up the clothes heavy; each, $2.50. 
question—good cloth, well No. 70—73x84 inch, all 
made into a splendid fitting nice clean cotton, fancy 
garment, just as you want edge; each, $3.00. 
it, costing no more than A good cotton blanket at 
store clothes; isn’t that a 49c. each—just the thing for 
combination worth trying? sheets these cold nights. A 
I have convinced many. few samples of wool blank- 
Will you let me prove my ets, a trifle soiled, to close 
| statement to you? out at cost. 


| DYKEMA, THE TAILOR, HEYMAN COMPANY, 
| 41 KE. Eighth St. Up Stairs. 47-61 Canal Street, 
| Halland, Mich, Yi Grand Rapids, Mich. 





























PRINTERS’ INK. 














Special Issue 
To Schools. 


The issue of Printers’ Ink for February 13th 
will be sent to a list of nine hundred schools 
which has been compiled by the advertising de- 
partment of the Churchman. 

Perhaps there is not a better list in the country 
of schools that advertise at present and of schools 
that might advertise to advantage. The issue will 
contain interesting and informing articles upon 
educational advertising. The intention is to make 
this number of Printers’ INK so valuable that it 
will be preserved for reference. 

A large amount of advertising from educational 
institutions is regularly sought after by many 
newspapers and periodicals, not chiefly because 
of the income which it brings, but because of the 
probability that papers carrying this advertising 
reach readers of a high grade of intelligence and 








of a large purchasing power. Any publication 
which desires to secure the business of the schools 
will make no mistake in placing an advertisement 
in this issue. 





Press-Day, February 6, 1907. 


There will be no advance in the advertising 
rates, which are as follows: 

Classified advertising: 20 cents a line. Display 
advertising: $40 a page; $20 a half page; $10 a 
quarter page; $3 an inch. If a specified position, 
selected by the advertiser, is allowed, double price 
is charged for the space used. 

Five per cent discount is allowed from these 
prices if payment accompanies the order and copy. 








ADDRESS 


PRINTERS’ INK, 
10 Spruce Street, New York. 












































